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Abstract

Higher education institutions are committed to four key missions: producing
graduates, providing social services, and preserving arts and culture. With higher competition
to survive, several educational institutions in Thailand, especially private institutions,
have been confronting a dramatic decline in the number of students. Thus, their personnel
are required to actively act in accordance with the strategies and drive the missions.
The objective of this study was to present details of work engagement as an important
variable in the modern organizational behavior study, which has been widely popular
in administration and organization management studies. This study concentrated on
the engagement of educational personnel in private higher education institutions in
Thailand. Work engagement is a mental state related to the work of the personnel
towards the organization, which can be in the form of showing positive behavior by
participating, and devoting their physical, mental and intellectual energy to work with
happiness and enthusiasm. Work engagement also motivates a person to perform his
duty to support the organization. In other words, it empowers and brings energy as well

as enthusiasm to the personnel for the best interest of themselves and the organization.

Keyword: work engagement, Thai private higher education institutions, educational

personnel
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drusruazmsdunivalyanadidgyiifeniinisfnwvidsnAnugissan (Ethnographic)
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Lﬁ&ﬂﬁ'ﬁmﬁﬁluilﬁ (Perceived fairness) 3) nsatuayuNI9d9AN (Community and social
support) 4) 5197aKagA1588U5U (Rewards and recognition) 5. N135AUAN (Control) Lay
6) Uuauanu (Workload)
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3, wqwﬁmm Demerouti, Bakker, Nachreiner and Schaufeli (2001) ﬁiﬁﬁﬂmiﬁﬂm
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Abstract

The objectives of this study were as follows: (1) to examine the attitude
toward the marketing mixes and the purchase intention by comparing between the
original and new model of Lingzhi soap by Klangban Mushroom Farm, (2) to investigate
those attitudes and the purchase intention as categorized by demographic variables
and by (3) the knowledge of Lingzhi Soap’s benefits, (4) to determine the relationship
between the attitude toward the marketing mixes and the purchase intention. The sampling
methods employed were purposive sampling and snowball sampling. The data were
collected by using online questionnaires from a total sample size of 279. The data was
analyzed using Paired samples t-test, Independent Samples t-test, One-way ANOVA
and Pearson Correlation. The findings indicated that most of the respondents were
female and Gen Y (aged between 19 - 38 years old). They had bachelor degree or their
averaged monthly income were between 18,001 - 50,000 baht per month. Most of them
were company employees or had their own businesses. Also, they didn’t know the benefit
of Lingzhi Soap.

The results of hypothesis testing indicated that the mean values of the new

model of the package and brand were significantly higher than the mean values of the
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original model. Secondly, demographic differences resulted in different attitudes and
purchase intention. That is, female consumers were more interested in the benefit of
Lingzhi Soap than male consumers. Gen y consumers were more likely to buy Lingzhi
Soap than other generation groups. However, household income differences didn’t
result in attitudinal differences. In terms of knowing the benefits of Lingzhi Soap,
consumers who know the benefits had significantly higher mean values of attitude and
purchase intention than consumer who don’t. Finally, the attitudes toward the
marketing mixes had significant relationship with the purchase intention. The most
influential factor was distribution channel via Facebook, followed by advertising via

Facebook Fan page and the benefit of Lingzhi Soap respectively.
Keyword: Marketing mixes, Purchase Intention and Demographic characteristics
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WUUN 1 LUUN 2

f3FUAIFURUUNT asdumgUuuylng

wUUN 1 WUUN 2

ussAieiayiinnauleoguuuuiiy vssiusiayiianauieguuuulnl
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9101 (Price) vaneia Srunuvesiufignieniudumdudmisuinnsvdenasu
voayarfifuilaalduanideuwdelildundsuausslovdannisldnansnsitu Armstrong
and Kotler (2009) nanirsadeidueissflonisludiuuszaumsnsnann Tunsdlvesay
Wiavdude fimstmuasiendl 50 um

nsdndnte (Distribution) vaneis Bn1stmEniaeieengnainlaeilingusyasd
dievhlvigndmiendnsumildielidudlelauas ity nisiadmhetaerhliuilnald
Usrlesdannsiludvesdud (Possession utility) Fresunsanuasmnduaniud (Place
utility) Hreasvessaustlevtidnuam (Time utility) (@333500 16350 uazaniz, 2560) {37834l
iaustesyINsIasmievesay winndudevnsesulat (Facebook) wilarmuazmnliuigndn
1nBetu Seniduiinefiyueusasaainin amaddmiayusiifeusiade

MydaasunIsnam (Promotion) LU P §171 4 va9d1uUszauniIsnans 39uuneds

a

nstideya n1syslanasiioununsaduigiundndue Inesanislildnsnalunimase

AsAnauGe iengRnssuvedrde (Etzel, Walker and Stanton, 2007) lunsdlvesayia

va o

viaude {idgladianlunsasne Content wagd3uUse Facebook Fan Page fianmil 3

e

< QO vhiudananethu Unusni » = M) wiundiananaim nusl oy Surawat
9 =% Klin-aj
Unssn u‘ - wiadnag - @
dapinnaeiulad: Wasnmn. Gaamsimadia

e IE wede. au laiduandn. «diumaeldin wsa wneld
60/1 M3j2 wagIANLY W, INAVIA

- 5 1 Ga o :
© winanusnii Sadminusnii 12000 00T HEHIH muas.fiusar. ¢ - 092 813 5704 fi
5 fiouuuava —
O® Uaudrnoui -09:00 - 17:00 v =
Q, 0928135704
B boonyalit9@gmail.com
) Tt 5 " ® dumnadsadiouneiio diauneiih e
sumanasiu inesi Y wawna tiawduia 1a4 waafurusaanG
VIMINNMSINEAT 1
L " [ wWnmamamsinens - aaadnualsl - dud/usnns

®

° Unfudrnaunaunis luniiaiu
E LR

) &m 51k, Ann, Mild uazauduy 8n 544 Ay ) dud
$] on leiidl wiaumziia weHh wese wwa Wendude o
wsguannia Wiie saaiuriudsaUdauay 19a

fa va
AUBITEU]

wiman  Tnad 7 Fale  quam  dieany

HI 1 a 6V
A7 3 uansdaaSuniseana (nslavanmansdnuruma)

Aualate (Purchase Intention) vanefls avudululgvieleniavesiuslnaiiay
%@ﬁuﬁﬁaawﬁﬂﬂdmsﬁaﬁLLﬁf\ﬁﬂumwé’a CH. Lee et al. (2011); Lee & Callaway (2002);
Li, Xu and Xu (2018) 19nd1371 nagnsvizeninunensIuninIsnaln W 5191 LWIAANEnsw
NSINUARILILININTTRAIN NTELESHNTTVIE NI UAZUTINUINAIUdHANTENY
sionundlate fuiu anudslatedainasgninnAnyilugiusvesiauusnu vienanseny

N9N59879 (Alwitt and Pitts, 1996) laeildiuuszaunianisaaindudulsdasy

26



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U 9 atun 1 unsay - dqueu 2565

@rrsssssnnnnnsssnnnnnnnnnnnnnnnnnnf@

nanlagagl drwdszaunisnandudadoiddaiguilaaldlunisfiansan
Wisuiflevaudnoudadulade nansusiidaunmeouauasaudomnisldfnigudeiy
wazfisand aumauasinlviguilanddnduaduiuiidely Yesmanmsindmuieiazein
aoapdasiuglnuumssduiiavesiuilna suieismsdoans vieTshmala Hanuadau
dwmadeanusidlatouasnsinaulate

Faifu ffedatmnigiui “dndsvaimemann (qaslovivomdndase sraudn
U35 Msdndmminenamledn warmsdaaSunisnana: nislawanmanedn) danudumiug
fumusilate”

3. AdeTiAndedluedn

yiun Inwyms uar un13I AaYInY (2560) lddnwises nsudengugld
ayffouvharuarennineiindaanayulnsluwangavmuuas Taelduuvasunad iy
200 70 uagnUTMERnTIINIayfoufinannayLinsTanuduRus U Ay LasiATes
fio Tnonansideansnsoudsfuslnasendu 3 naudadl nguil 1 e “Buying easy” Himandj
L.Lazmenaiufﬁﬂmuwiwﬁuﬁsme‘?}j@ayjﬁmﬁmmﬂayﬂm Tnefinnsanannauayfe nadusssua

(Lifundw) wagAusiaayfdede AN 100 W NEUA 2 ¥a “Extreme Skin lovers”

i
1 IS

= a a & I a D] & v v N oa
naufliinginssulunisidendeayniunenlivseslsun Feunszdeinisannisidasiniiiuiy
A a R & ' & ] oA A .
wagtiaRinssaaeny wazeldinglunisteaysionss 11nndn 500 vm nauN 3 ¥e “Skin
lovers” nguiiiinginssulunsidendeayndunalyl FemeannisldansindiuiuasiioRngso
va ra A & A r-:l' LY fa 41' U A v/ ! ' 1

ey AuaudRaydendefeiiendawaniiy wastieusuinlivinsyandla waganlddnely
nsPeaysionsaAe 300 - 500 UM

nuans uAstena (2560) taAnwses Uaduaiudszaunamsnainiinasenisye
dumayulnsulssvludminguanustll Wnglduuuasuniudiuiu 400 ya eluauidy
aanangneukuuasualianudAylaeTiuneladvdiuussauninisnainsuning s
agluszAuinniign (Anade 4.21) sesan laun Yadeausal aAugesmienisdndming
LazAuNTdBasuNIIRaIney luseAuNIN wanIINTNanNIINAFBUANNAFIUEINU T LNAT
wpneneiu TanudAgdetladediulszauninisnainluduNand asinazs1AILAnNa1eiY
21gNuanAiulinudAysalaTeaUREATMel 5901 waN1SALESINITIAIALANAINTY
szaUN1TANETILANANAUTRALEA YR UATATUNTEUATUNITAIALANG 197U 91T
wane Ul Agysa s uNanAUTLaAUNITEIESUNITAAIALANAINTU

3350 Funaines (2554) lvinnsideises Jadeniidnsnasnenisdndulaianie
nandaeayayulnsviadeulunnsunnumiues laglduuuaauniuainngudiog 19nmue
400 siveg wualumends 281 578 wegie 119 518 daulvgifiensy 20 - 30 U Wumiineu

nvuiinulasewausening 10,001 - 20,000 Um 164 518 TuauITeRINE1INUI e 87g
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wazsviuMIAnu fupnsnstu lifidviwadensirauladendeayayulnselntou uiordn
seldroiiou uavamunmausa d5vanasemsdauladenteayayulnssiadou ludumes
druszaunsnsnatn wuin eand el 911 wazanudi dadmiune ludeuduiussenns
dinaula Fondeayayulnsindou uitidedudnaiumnanadanuduius funsdadula
HenFeayayulnsviafou

1una wheaasaal (2556) Idvhmsidedes madaduladondondafusivhaiy
azonRamthilvihanayulnsvesssrnsiondoaluwangamurnuasiasnuii e 01w
sedumsfine uazaniun liffuadenisdaduladendondnfurivhauazerniand
fianayulnsvesussrnsondeneny wineldtnadensiaauladendondn e ludm
YosaulszaumnInsnan wudn Jadeaundaioe s wastosmnedadmunedlienuduius
somsdentonansug dufunsduatummaaliienuduiusienisindulato

afvisuns seautiy, 2935 I53Usa uaz 1ngaR auysalvd (2559) TdAnwIEes sULUY
nagMENINIAAAUeIgINanAnA eI esdesaUlng Beimednniunn uaswuingndn
ﬁauiwzpﬂﬁﬂ’g’luﬁﬂﬁ'ﬁyﬁwawqmi%’mﬁi”mﬂwmﬂﬁqm FOIRIUIAD AIUTIAT ANUNARA U

LazaAYNEAe AUNTAUETUNITAAN

sudaulshunisIde

NI ildunuidedinssaun (Descriptive Research) tnglddayaugugilunis

14

wszideya uaglduuuaeunueeulaliduaiaadolunisinudeyauasiiuiunsdusiiogng

)

&
U

2e

Ussansililunside Ae dusleiondueglungammumunsuasUsuama i
fewldaynvinnnayulnsdalunguussrinsnfiduuludnindaldgasues Cochran (1963)

1PUMUATZAUAUTDITUN 95% LATAMUAANALARDU 6% YN LAF1I9E WTILVAU 267 FI9e1

A ya o Y a

wiiledeaiudoyagymedideiuivdoyainvililadiegasiuviadu 279 e uas
135n15guf79819 Ao Purposive Sampling (NTEULUULRNIZINZAY) MUI8DI LHDNANIE
DN Aa & 1 o . | Y oa =
Austnanflendeayivinainayulng wag Snowball Sampling (NMsgukuufBUNE) LBIRN
Ya o Y Y a a Y i1 o N R ] 1 a Y 1d o
AIdesenguilnanilesldaynviannayulng dduily@eaynneuasiosldaynivianayulng
aenluuansdifsiesvelvigneuwuuasunudisuuztiazdwianuuasunueaulatluds
aa ¥ 14 o

ruledldayfviainayulng

Tuduveursesdlonlilumsideassilfie wuuaeuny Fwuseendu 3 du Aadl
dudl 1 deyaifedfiungAnssunsdeayiinnduie Ineluandaiunsesivinulioudeayd
anayulnsvisely uagdonualy wu viunmsuraselesivesayivhandianauievsely

! dl v M [y ] & & [ a A ) J
#IUN 2 “UE)iquaLﬂEJ’JﬂUﬁ']u‘Ui%ﬁlWI’NﬂﬂiG]a']ﬂLLa%@’J"IﬂJGNELﬁ]‘U@ﬁUUL‘I/I@‘Mau%’e] WUAIDULUU
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Likert Scale dufl 3 Yeyaniluineriuduilaa loun e 81y seAuns@ne s1ele e

¥Ya v o

anunmuaziogenfe nSNEIEawuvasUaINLad fITetuuuaeuaulunea agly

(Pretest) 91u3u 20 ¥a wazhinudam slifinisviinisuily ndugidedvinisnegasu

Y

|
tY

(Reliability) 99913 pedlod1uUsTENN19INITAA1A LaglaA1A1ML 8l U (Cronbach Alpha)

WINAU .891

Tudau 2 Miludiudszaunenisnain §Idelaldmaiuiue nuseiiu 1w (81)

[ o N

LWJUAIDIUL

[ o N

LWJUAIDIUL

sfunuanTAvesHandus, (82) 1ufauierduussdusiuuifuuay (83)
gruussataeinuulyel, (84) WumauAnifuasduduuui wag (85) 1Ju
mManuieiunTIAuA Ul (B8) Li‘]uﬁmmLﬁ'mﬁ’umﬂmwmmqm%ﬁﬂ, (B9) \Judau
Aenfuarudalade WINAMUASIANGEY = 50 UM uag (B10) Humonnieafuaudislate
mndnmsdadmiemanedn

wgwiulsludowidudiutszaumensnann §adelalaldmansmusdld
Monusede Wesngidedonsteyaiidusussalumsimuinagnsneniseain nande
luda (B1) vlvnsud amsiiaalsylesudnaiufmuaiuiidndaueivie i (B2883)
msldussafusiuuuiinndonuuysuygdlw (Ba&BSs) msldnsraumiesnuuulsiniolsl
(B9) Asrmunsiatunedl 50 uvwudelsl way (88) evvasiwasluiedniigidodae
98NLUU Content Hu fgelavielai uag (810) mislidemmenisdadimiemanadnrioli

(%
V. o [y (4

26191587 w1 lu1ATed HAT892UNIAUINUINAUAUA LT D LAz

Y
[ [

Poan19n1sdndmremaanuruiniuaiudsladie wagldawiidy single - item
measures §14SUN15TRdWUTEANNIINITRANALA AR Y wavidosannidu single - item
measures 39l AN NINAdaUANUTIBINTILALANT aR Y (validity & reliability) waluaiaiu
wiaiu WumaufigenadeatunisnumuIssUnIIy 89 Kalwani & Silk (1982) lana1iin
[y & & o v 1 ¥ aa A v Y . . [ [ .
MyinAusTiate aunsailaegnsss 2 38 A MIIRAIY single - item T3y 5 point
scale 50 11 point scale MU Juster (1996) Tasaunau
TudiuraimnuINGEasvesramImMsdndmiieiuananlage (3delanumu
15sunssunazladinisusuamatulmdndvantunisalvesiawig lagldipsosioinves
Perez - Villarreal, Martinez - Ruiz & Izquierdo - Yusta (2019) 7 la@nwiUadedidinasnse
g d’l a o o U Y o U d"’ dl di/ a ¥ %4 I3 L4
rudslate lngluniddedangnn Tdimaudsll (1) lemanagdeduaiainiuemsiiadad
~ v a Ay o ! = N A o -
fundesiisdds waglunuidednann dnsmageunuiiewsaasaulosy (validity &
reliability) Ingld confirmatory factor analysis kaglaa composite reliability = 0.927 wag
average variance extracted = 0.760 WuURENAUAUNWITEUBS Pena - Gardia et al. (2020) Aila

o 3 dQJ 3 d’l U 1 2 o 1 Y o U di/ v =
TAPNUA 9% DLALNUINAINUF 9L DA UL DINIINITININVU TagldAaussd (1) andlena

[ [%
=) a =

yuilnnldunzdedumsdatnieesulatdiintseiisds wazlayinnsnadaau AUNeIns
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wazAand oy (validity & reliability) 1R e (Composite Reliability = 0.912, Average
Variance Extracted = .780) wazluauidvues Buyukdag, Soysai & Kitapci (2020) Alesn
auidlate Tnenuwneusslageiumsansa Ingldmanussl “Tonafiviiuasdesoarinim
fiimsansmgiifuognils uadldvinismaaeuuieatu” (Composite reliability = 0.803,
Average Variance Extracted 0.875)

aaafldlunsisended Toud one sample t-test, Independent sample t-test,
Paired sample t-test, One way ANOVA iag Pearson Correlation Imaﬁlﬂﬂﬂmiuﬁ%%gﬂ
SPSS

I (%
Va v v v a

AMTUMTAATIAANULANAITENIN 2 Ny {ITeidunaulunsiasient Al

Y

(1) a19aUAUTUTINYRWTEINTNS 2 nduiwiniuvseld 1nggan Levene’s

Test for Equality of Variances arwuanauwususiusiniu (aunnang) azldaativageu T

| [y

Tuussviaf 1 soludu Equal Variances Assumed WAnMUINAUSUTILWINAY (WanmAnei)
veldrativegeu T Tuussiiai 2 viseluaiu Equal Variances Not Assumed (Fagn niladvsyan,

2551)

I
[y

dwsumsiemeianuuanaeeing 3 ngutuly fdeddureulumsliased deil

(1) aseaeuioulvinduUsusuvosiulsmuvemanguuaninaiuvielsl Tneld
annvaaey Levene Test dHansagey wud AmUsUsTulimeiu diduasldatifnaaeu
F-Test 38 ANOVA Wifmansnagey wuin Auwdsusiusinaiu ayldatianeaaeu Welch Test

(2) Tunsdlfinanisnaaeu F-Test W30 Welch Test nuAMLANATS §3T8¥Nn3
naFouANMLANFANsTesAldeusazg Taeldafia LSD Tunsdlfiduususiultunndnaiu us

1% Dunnett’s T3 TunsalnAwususuLanaeiu (Fae 1nduddayen, 2551)

NaN1SAN®EN

NaMTATIEANUIReULUUdRUAITINR 277 Ay ddulviiunands (66.4%)

=

e (33.6%) dallvigyiiony 19 - 38 U 3a Gen Y (54.2%) 589891078 39 - 54 U %150 Gen X

(34.7%) fn1sfnwszauUIyey1ns (70.8%) wargeninUSaeyes (17.3%) Wunwinauuiem

A

(29.8%) Wnisau/dndne (22.9%) Usznaugsnadiusa (20.4%) WJutrsvnis/nineu

o

$51a AR (16.7%) wazdu 9 (10.2%) ludruvssaniuniwausa drulugdanruninlan

&9

nine ng1$19 wagldiiuns (64.9%) Aselaaseunsinaifeusgf 18,001 - 50,000 UM

(41.1%) imaqmﬁiwlﬁaeﬁ 50,001 U mUUlY (35.6%) uazymeunvuasunudIulvg

a o <

Linswandsgleyivesayivinaniiianauie (60.6%)
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M3mann (UTTy ez aud) vesayifiavauieuvuAnuaswuuUivusslnl Sedlaunfgiu
il FaupRvafuduUsEamINsRaTe (UsTatasiuasnTAud) veayiavauiouuuiy
WANA19IINKUUUTUU TeIny ﬁuLﬁaqmﬂm'iaqa*hi'mﬁ'yuﬁ%amﬁwmu A338AMLAUI
UsTySusiuagaaufuuuRy Silidesfirnmmeausnniin lnanzesuds gnAlutiagu

Y

< Y] ] d' d' d' d' 3 =3 Y o a dy I d' = =l
LWUUNNDINYILAL LU DULGYUYUNWNITULIA Qﬂmm%uamdmﬂwmmﬂ YINTLAN UNID

v A

Folumszaulaluasimaniaionismaaeste duu visdurifamensiaduisddnyie
AIde3teenwuuussidnduasndudiivil waihnmmeaeulaglvinausuuasuniuliiu
U999 LAz ALAVLUUAL waruuuUuUssvl TEsediuludueiuasa e
w68 wazvhmsnaaeuada Welilddeyadsusedng uaglidoiauouusiitodfamaaia
LARUIZNBUNS NANSVIAGDUANLAFILNUTY ANLDABYBIAILUTLANNIINTNAIAF LAY
AENUYBIVTTAIUIN UaTAURTIAUAIINTINY LWTHUTIBU S¥MINUUULAY waghuuUSuUse
Tyl umnsnefuegaditddgmnaaia Inefinumenuvesussaiaminuuusulgsnl uas

ANNIRTIEYRImTIAUATuLUUUTUUT I TARfegendiuuulal A 1

A15199 1 LAAINANISYAERUAIY LL@]ﬂG]INV]’NG%UE‘%’JU‘Uigﬂll‘l/]']flﬂ’]’i(ﬂﬁﬁﬂﬂaﬂﬁpj Lﬁwﬁuﬁa

wuuLANsaskuuUTuUgalng

Mean 1
Sig.
N Mean SD - t df
(2-tailed)
Mean 2
(B2) AuaI89uUes
oo 279 360 1.044
UTTNUTUUULAY
-.419 -5.840 278 .000
(B3) AANUEIBNUUD
oo . 219 402 931
UsTauuUTuU Tl
(B4) ASNEUATLUULAY
. 279 3.59 1.072
A111509A19Y
(B5) M51EAUALUY -.326 -3.933 278 .000
Uuusslmlanunsa 279 391  1.039
INNY
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TuduiifidedennaaeudiulszaunenisnainsederaulaswenUszinudy

va o

Aueing 9 laun Kansdnuet usTamel aTdudn lavan n153nTnune LHewRINgIdeReINTg

a VA v

HagnsTanzzadlilnUsenaun1slunisideiausiustiulUURoR wenaindl §idelsle

Y

1118 (B2) ANNAIYNVBIUTIAN MWV Uae (B4) AT1dUAILUULAY 113tAT19 Y

[

sy o = a 9 Y & 1 v s
noUszasdton 2 uaz 3 Wesanuanisvaaaulunisned 1 lawansliiiiuii ussadudiuay
asrdusuulng denafuganiuwuuivegrlidedAyniaia

Tud2UVRINITNAFOUAIULANAINNIANUEIUUSTAUNITAANN LUNATUANYUS

v =

MIUTLYINTANENT (WWA) U Han1sadaunudn gunedudvdadviruaiuansisiuegned

Y

'
v o w a =

HedAnyneadia lusu (B1) anuaulalugaulsslewivesayiin nefigudgadianadeaandn
e Wiludiuiuay o 1w (B3) ANumenuveIusTIdaeiiuuuTulsslng (B5) asdum
wuuUSuUsslmiandning (88) Fan page lviteyadsaala (B9) mnunslateaylusia 50 um

(812) Anusidladaninsdmevnawisdn Juieiudvdenudndiuliuaneieiu dansd 2

A5199 2 LAAINANISNAFDUAIIULANANNNIAIUUTEIINTANENS (bne) NilNasaAuAf
sudlszauinsaaauaseuailadeayianauielasldadn Independent
Samples t-test

Levene’s Test for .
t-test for equality of

dulszaunIenNITaNnLaY Equality of
ﬂ’muél,’\ﬂa%a WA N Mean SD Variances Means
F Sig t df  Sig. (2-tailed)

B1) avwaulalunasslowivie 94 395 988 792 374 -2.104 277 036
Tagain vie 185 4.19 867

(B3) prieneuveUTIIAM vIe 94 4.04 891 603 438 315 277 753
wuuUFuUselng we 185 4.01 953

(B5) avduAuwuuUsUUsdlvd we 94 391 1.002 1814 179 010 277 992
ANNY wYe 185 3.91 1.060

(B8) Fan page litaya Wy 94 387 765 853 357 -032 277 974
fapala v 185 3.88 841

(89) Avwidladoaylusim w94 344 1053 1166 281 -1.089 277 217
50 U nYs 185 3.57 959

(812) Anuiislate Mo 94 330 1063 329 567 -1.140 277 255
windwhemaedn ws 185 3.49 984
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TudIUVRINTNAFIUAULANAIATUEIUUTZAUNIINITAANA BAZANAI LTS

NuunaudnwaueneUsErnsmans (018) Uy nanmmagaunudn Juslnanilenguansiniu

=

wilviruainuananeiulud1u (B8) Fan Page Iideyadsgala (B9) mnunsladeaylusian

Y

50 U wag (B12) anusdlagemndwhemanadn fannsai 3

1 Y a

M13199 3 ULAAIHANITNAADUAILLANAINIIUUTEIINTANERS (918) NiNadaviAuAR

AuduUszauenIsnaIawazaUAtladeayianauie tneldada One Way

ANOVA
. GenZ GenY GenX GenB Test of
dauuseaunig s
AN 24-39 40-55 56-74 Homogeneity ANOVA
N1IRAIALATAIIU - - - -
%o X 234 U U U of Variances
aslaze
Mean Mean Mean Mean Levene Sig. F Sig.

(B1) Anwaulaly
. 2 4.02 4.31 3.98 4.11 630 586 2373 071
AUsElelvesayin

(B3) AENRIUDY
Y . . . 4.00 4.18 3.92 3.89 191 500 1441 231
UsTAnuuUTUUTl

(B5) As1@UALUY
. L. 4.05 4.02 3.81 3.63 182 505 1693 169
USuugdval andndne

(B8) Fan page itaya
- 3.94 4.07 3.71 3.70 232 874 3638 .013
Aunnla

(B9) Frnasiclatoaylu
3.63 3.79 3.27 3.37 1.199 310 4976 .002
A1 50 UM

(B12) Anusalade
. Y 344 3.79 317 326 057 982 6.603 .000
mndmdnenamedn

TudIUUBINISNAGBUAULANAIININATUEIVUSLAUNINITAAIALAZANUAI LD

[y =

uUNAILANBUENUEYINTAERS (sTAUMSAnen) tu JITelimihnisdanauseaunsfing
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Abstract

The purposes of this research were to investigate whether perceived self-efficacy
had a direct influence on employee job performance in a logistics department, on the
two premises that (1) technology was a mediating factor between perceived self-efficacy
and employee job performance in a logistics department and that (2) perceived
self-efficacy had an indirect influence on employee job performance in a logistics
department through the technology factor. The sample group used in this study were
218 employees in the logistics department of TMT Steel Public Company Limited in
Phra Nakorn Si Ayutthaya province. The research tool was a questionnaire adapted
from previous scholars, which passed assessment in terms of content validity and reliability
(Cronbach's alpha = 0.98). Data were analyzed using statistical software that implements
Hayes’s PROCESS macro 3.1 (model 4).

The study results showed that perceived self-efficacy had a statistically
significant direct influence on employee job performance in a logistics department, yet
had an indirect impact on their performance through technology that was adopted in the
workplace. Technology as a mediating factor between perceived self-efficacy and
employee job performance in a logistics department played a statistically significant
partial role. The results showed that an indirect influence or a mediator variable, rather
than the direct influence of perceived self-efficacy, served to reinforce self-efficacy on

employee job performance in a logistics department.

Keyword: perceived self-efficacy, technology, job performance, logistics department
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nausresfildluntsAnudinou 218 au neideildinsdundud sgnsuuuaLtnDy
\Jun19adf (probability sampling) 1438n15¢uegn931e (simple random sampling) tngti
Medoysanudazuruniihmsgulneisnsfuddudiwnmidulunedeliasunudiaud
ADINIT

w3adleildlunmsisoadiilfunuuaevanuaiindenaeu (questionnaire) Tneuds
oonLdu 4 du Uszneudie (1) wuuasunuifniutladeduynnavesineunuvasunuy
dnwairAnuuUUE5I91ns 1y 6 Fefnnu (2) wuuaeumuAsTUMsFUiANLANISa
usnL FaU3uanannues Jones (1986) $1uau 8 dofau (3) wuuaeunuifeaiulladumalulas
FeUduananues Insall nesdiued (2557) Uszneusefumudisaveanalulad uazns
goufumalulad $1uau 19 Foranu (4) wuvasunmiAsrdunanisufifnuvesminny
wihsnuladafind JeUsunnainues Na-Nan, Chaiprasit and Pukkeeree (2018) Usznausiae
PRI FuAMNMBNIY LaviusEazaTRMA $1u 13 Fofin wuuasUnL
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Aonndes > 0.50 TnturnsvageuarId e uTeLUUAB UANAIBNTVAN cronbach’s
alpha coefficient namsnageunuITademsiuiauansauinuyiriu 0.95 Jaduau
waluladvitiu 0.98 JademanisufiRvureaminausiiiu 0.95 wazArmandediuves
WUUERUNUANS IR 0.98

maleneidoyalunside i3 liliBmaatanssanun Wud msuanuasaaiud
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Mensean19deu Iagldn1sinsgriniuguiuuvessuiuy 4 (Model 4) va9 Hayes’ (2013)
melusunsu PROCESS macro 3.1

¢ Y

wamﬁmsﬂzmaga

NNGUAIDENNUIIEABULUUABUA A IUNINTUNAYIE (52.29%) WALt NARI
(a7.71%) lefinnsantisengauvesdmeunuinengnu 5 Yiuly (48.62%) audigegan
5eMI8 1 - 3 T (25.23%) 91997587319 3 - 5 T (19.27%) uazflengennit 1 T (6.88%)
WWeovaesluauaiu danuglan (61.96%) MUAIBEATUATWENTE (36.24%) Lazdan1unin
wgr¥radiies (1.83%) wazidlefansanseiunisinenuin sedudsoutate/viv. (33.94%)
PUMETEAUUT RN (26.61%) seausliseusu (22.02%) wazseruayUsay/Ua. (17.43%)
Uszanamisluanusumiadmihfinedmnndign (54.59%) amfeivihinaunudads
LATUSNg (23.85%) ntifindsdusn inbound (13.76%) wazidminfinauaunan (7.80%)
Tnfounsadisnsduiou fnii 14,999 U (42.66%) Sesasn@udiou 15,000 - 20,000 U
(39.91%) Rusiion 20,001 - 25,000 UM (9.17%) Suiiiew 30,001 vInTuly (6.42%) ua
Ruiow 25,001 - 30,000 U (1.83%) MIuaIRU

HANTITIATIZA WU dA1ede ANJeLUUNINTgIN kagAduUssansanuiuwls

[
v Ao

vownianniidaegluseauas sitnuduiusseninsudsiaeglusgiuliunansdisgs
Aauandlumsned 1 namsinseideyaiiednwidmiudsnudt nssuianuanunsauinud

ALRALgIaAvniU 3.93 sesaunlaun mansujiinuvemdnounilsnuladainduas

A

wAlulad aud1eu (3.84, 3.75) LBNANTUIANUSUNUSVDIAILUTIG 3 f7 91UIU 6 A JAN

Y
duuszAnSanduiusedsening 0.611 §a 0.746 aglutieszAumuduiuggs Anuduius

AaNan LN ILdUA TN 5ENI1989He Lae Tabachnick and Fidell (2001) n&1331

| P a Y a £ v v ¢ | Y] | [P P | 1
ANILIWEUATINYLNAINATEUUTEANTANAUNUTTZNA MU TUARZANUATIFILA 0.90 Juld

Y
[

Fau HanITIATIZRANLFURUS Sz USRI A TulUsudannas Unaduniean s

A1519% 1 Aafe @udenuunInggIu wasmduUssansandunusuasdinys

Mean S.D. Self Tech Per
Self 3.93 0.49 1
Tech 3.75 0.56 0.611" 1
Per 3.84 0.47 0.698" 0.746" 1

¥

NUEWA: S.D. Mg dlenuuNIngIgu (standard deviation), Self nunefis N133U3

AUANN AU (self-efficacy), Tech uunefs walulad (technology), Per muneds

Han15U{URU (performance)
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I a
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6587
(14.335)

Performance

Self-efficacy R®=0.4875

2NN 2 BSnaleeTInvaInITTuIANNENNTaRiIRUsBNan1TU TRuYBINTnIY

a [

mheuladaing
AR ** e seeutieddni .001

[V

a d‘ U a ! U
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=

a £ v ]

wisnusianan1sU U uvemtnaundlsuladaind wuin A1duUseansIEuNIesEnIng
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€

365 anasusvanaSeay 44.53 uavdasditedfnieada nansideuandimdiuin n1ssus

De e

AYNEaRAsALRBRan1sU URNuwesinawmisnuladaf ndgaiuniuase il
WeswnfidadaimalulagidutadeAunarsivniniiaieven (Transmit) 8nSwaveenissui

ANNANNTaLiIRUENaNSUS TR wraandnanumiisnuladaing vuneaudn n1s3u3

'
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ANNaEnsauianuz g lintnauinansuiRnulusedugs maminanuinvirua@ng
neansasansmalulagiiunusuldlunisujinnulussaunmungay nmsaiiunisainan
yzdsnaronan sufiRnuraminanumhsnuladafndiduetiaunn

MINAABUBVENANP0U MUITNNTdNRI1081981 (Resampling) wuulddu 5,000 Y

MIANIASIH n Wity 353 e msguiieguwuuldauenalamiedngaeinliin antuld

v 1 Y]

ToyaurazynIinseinsanney lnglviseusulsniy duUsdasy uazdiwlsAuna1e nans

Y

Aasenaglardulseavsidune nanuuasdUTEANSIHUN UL INg AudsAuNang

LATaaNIINAIMUIAUNAIN LAZAIAINARIAAABUNINTFIY (Standard error, SE) 8198

5,000 A1 wdmdnliunisuuulasuunie deielull Quniluanans 2 wuu g 2)
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Technology
R-=.3729

365

Performance

R:=.6503

Self-efficacy (7.600)

ANN 3 MTUATIEVBNTNANINTIALNINDUVBIBVTNAVRINTTUTANILAN T
sonan1sUfURNUTainunisruladafndlaeiidaduwmaluladidudady

AUNATY

LYY v

VAR e seRutludfyin .001

o

a £ o

WU 1 menederan iUy EnSIdunaarAaieves SE AIMWIMMANEDA t

[y i ' o o A

wazAszauddfe [t > 2.00 wansindidudrdgyiiszau .05

o o

£ v o P

WUUT 2 U nanuveIdUUTEANSIEUNS mmaumawﬁwg}ﬂﬁaﬁ"uﬂma Larean
antladedunassiuaL 5,000 A1 uSesERuInAteslUmMANN waaRiansuNIYasUes
AENT o4 fusa Percentile 2.5 F9 Percentile 97.5 asaurqu 0 tTlivdall d1asounqu 0
LEn371 naRuAlif199n 0 o sRutiaddny 5 Weosidud (uue3 Wsezna, 2558) Nan1s
TATIERO NS Nan198auA 18 The Model 4 of Hayes’ (2013) PROCESS macro 3.1 in IBM
SPSS Statistics version 24.0 for Windows Lilevavinanissgen Uﬁwﬂgwaé’wéﬁq‘ﬁ

M5t 2 wunn dudasoweluladiduledoudasuiidenlosszninedadons
sufmnuannsawiruiunansUfoRuvemtnumhenuladaind WeRiansannans
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a s

Han1sURURNuvsImnumbenuladaind

A9 2 wan1snadeuBnSwanweurulademaluladlagis bootstrap

1Y v 950/0 CI
LEUNINDU Effect SE t
LL UL
Self -> Tech -> Per 0.293 0.082 3.573 481 .800
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Abstract

The objectives of this study are: 1) to study online media exposure, online
media usage, and satisfaction toward online media of The Office of SMEs Promotion
(OSMEP) among entrepreneurs of small and medium enterprises (SMEs) in the Bangkok
Metropolitan Region (BMR), 2) to compare online media exposure, online media usage,
and satisfaction toward OSMEP’s online media among different types of entrepreneurs,
and 3) to study the relationships between online media exposure, online media usage, and
satisfaction toward OSMEP’s online media among entrepreneurs in the BMR.

In this quantitative research, questionnaires were distributed to 400 entrepreneurs
of SMEs in the BMR by using multi- stage sampling. Descriptive statistics of frequencies,

percentages, mean scores, and standard deviations were used to analyze data. The
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hypotheses were tested by using inferential statistics of t-tests, analysis of variance
(ANOVA), chi-square tests, and Pearson correlations.

Firstly, the results showed that entrepreneurs in this sample used all types
of OSMEP’s online media occasionally. Each platform was used for no longer than
15 minutes. These entrepreneurs only viewed content of their interests or quickly
skimmed and scanned to search for interesting topics. The levels of usage and satisfaction
of the sample were at moderate levels for all types of online media. Most entrepreneurs
valued the importance of online media for integrations and social interactions in order to
understand the operations and environmental factors of businesses. Online media with
the highest satisfaction levels were Facebook Pages, websites, YouTube, and Twitter,
respectively. Secondly, there were no significant differences between the types of
entrepreneurs in terms of exposure to OSMEP’s online media. However, there were
differences between levels of online media usage and satisfaction toward OSMEP’s
online media among different types of entrepreneurs. Specifically, online media usage and
satisfaction of entrepreneurs in the production sector is lower than the service sector,
the wholesale sector, and the retail sector. Finally, relationships between online media
exposure, usage, and satisfaction toward OSMEP’s online media have been found among
all sectors of entrepreneurs. Specifically, high levels of positive correlations between
online media usage for the benefits of entrepreneurs’ needs and satisfaction toward
OSMEP’s online media have been found in terms of the needs for information, identity

formation, social interactions, and entertainment.

Keyword: Media Exposure, Uses and Gratification, Online Media, Office of Small and

Medium Enterprise Promotion
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Abstract

The objectives of this study are: 1) to study online media exposure, online
media usage, and satisfaction toward online media of The Office of SMEs Promotion
(OSMEP) among entrepreneurs of small and medium enterprises (SMEs) in the Bangkok
Metropolitan Region (BMR), 2) to compare online media exposure, online media usage,
and satisfaction toward OSMEP’s online media among different types of entrepreneurs,
and 3) to study the relationships between online media exposure, online media usage, and
satisfaction toward OSMEP’s online media among entrepreneurs in the BMR.

In this quantitative research, questionnaires were distributed to 400 entrepreneurs
of SMEs in the BMR by using multi- stage sampling. Descriptive statistics of frequencies,

percentages, mean scores, and standard deviations were used to analyze data. The
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hypotheses were tested by using inferential statistics of t-tests, analysis of variance
(ANOVA), chi-square tests, and Pearson correlations.

Firstly, the results showed that entrepreneurs in this sample used all types
of OSMEP’s online media occasionally. Each platform was used for no longer than
15 minutes. These entrepreneurs only viewed content of their interests or quickly
skimmed and scanned to search for interesting topics. The levels of usage and satisfaction
of the sample were at moderate levels for all types of online media. Most entrepreneurs
valued the importance of online media for integrations and social interactions in order to
understand the operations and environmental factors of businesses. Online media with
the highest satisfaction levels were Facebook Pages, websites, YouTube, and Twitter,
respectively. Secondly, there were no significant differences between the types of
entrepreneurs in terms of exposure to OSMEP’s online media. However, there were
differences between levels of online media usage and satisfaction toward OSMEP’s
online media among different types of entrepreneurs. Specifically, online media usage and
satisfaction of entrepreneurs in the production sector is lower than the service sector,
the wholesale sector, and the retail sector. Finally, relationships between online media
exposure, usage, and satisfaction toward OSMEP’s online media have been found among
all sectors of entrepreneurs. Specifically, high levels of positive correlations between
online media usage for the benefits of entrepreneurs’ needs and satisfaction toward
OSMEP’s online media have been found in terms of the needs for information, identity

formation, social interactions, and entertainment.

Keyword: Media Exposure, Uses and Gratification, Online Media, Office of Small and

Medium Enterprise Promotion

UNi

Tudszwmalnefl Il a i UIANA LA IUIAE LN 3.2 ATUSIE HARH UILIaTIL
Tulssmrvefianviavunanaaiazsuingay (GDP SME) dyarsiuiuviniu 5,376,066 amuum
& a [~ v a [ '3 3 ) v | a a a
MIoAAUUSoAY 34.24 YDINAAN UNUIATIUNINUALUYSTENA (@1UnudLasuIaInng
PNANANUASIUINBY, 2564) UHIINMIATIIRANUAzUIZEIUADUNIRlATYENa SME Tng
WU FAMAVUIANANALVUINGDY 100 578 Azdiiieslids 5 snenUszauaudnia
druiwdoszaudnianislusseziian 1-2 U 1flosdie SME Wuswnundnassgsianay

iAsugiaveting n1asglaneneruiagaduayuliusenaunis SME Usuddlunn q Al

64



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.lllllllllllllllllllllllllllllllll’

Aannseysen Chittithaworn et al. (2011) Anwidadedidsnaneniudniavesgsia SME
wui1 ftadefidemaiermdifaves SME Iiun 1) aadnuwazesSME 2) msuimsdnnis
wazludand 3) AuAuazuInig 4) gnAuaaain 5) I5n19VngshakarAuTINde N19§sna
6) niNensuazn1siiu 7) nagnsuazaninwindeunisueniidenadieninudiie SME
yagunsnan datlateiemueduiteyatnarsens 4 Hudnddydefiefiuyuani
udaunsauazairedodedifianmstsdsmangranndenmegsonvosianis
SpunaiufismudAgueansduasunasiaudneainlunisudstueangy
JawRrruananauazauingen Jvlddadsdiinnudnaisiamisruinnaiuazuingou
v an. TuielVinsduadunguiamiaruenasuassniagen fafuntifivienushandn
ogmilsiiazgavatiuayunarduaiunsdiduianisife nslideyatnanseine q g1
0157 viuvieit Tngldremiasing q dmsumeunstoya aug uazdnasaig 9

dinnudnasiiamiaruianaazng ey (aan.) Wiuauddiiarlddemng
ooulatlumsmeunideya A uazinansein o eliiAnUszAvEamasaaunnasianvia
yuIAnaNLazngon Tiudsyanaialy elddnliiidemnsdessulatiia ¢ Yo ldun
1. Auled 2. wednunumag 3. gyu uaz 4. Minwes

nngownziideya 3mansine q Mdulselovilumailuussgndldiiewaun
sanald mnduszneumsideyaanunsaitoriuiimans uazamedeulmeing q Miluuselo
sensanfiugsfalaunn guszneumsiazanunsainlululangsialdogiasiule Tngany
Tutagtuudsruiiinsiasuulasegisminisiognaonnan euduslviiusednm may
fatimansuazdoyasglusionniian fhazldusounigidvnansiiesnin

wnAansliussleviuazanufianelaandeldumnuiominldlunisesue

warAn1salieliunisiUnsudevesSuansegaunsvany seweingsuatsiuansiaglyla

a

gnUeAY J3UansaunTaidennIenaunany1dasia wiawlieniurniansueeg1anngeiy
AfaNsvesay e dunaiivayulssneunsinauladenlddodiofiondniesuans
Ienndign SeimnudnduiiozdoshnsinuludaSuans deffenguiuszneunsiavia
YuIRNakarTUIRgau] fuastuiinsafudeseulatvesditinnudnaiuiainia
ynanauazvagen (@) dnslivslond suddimufimelanntosifiods wevqlug
MsUsuUganasiadoya ¥1a1s ansaumesing q Wefiguszneunisazanunsaluly

Usgloniliogsasganieoly

65



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 adun 1 unsay - Tguiey 25

‘II.III.III.III.Il..ll..l%..ll.. L]
UsZaIATaINITINY

1. Wednwinsdasunislduszleey wazarufianeledo seulatvesdineu
duaSudaviavuinnaluasrwingenveaiusenounistunnganne uasUsuama

2 iieSpuiisunsdasunisldusslevd wazanufanelalunislédessulad
MUUTEANVDIRUTENBUNNT

3. efnwmuduiusseninansdasunslivsslemivesaufionelodoosulay
Y9IFIUNNUELASNTAMAVUIANALATVUINEBUVDIH UTENOUNITLULUAN TN NI B

JSuauna

FUNAFIUNTIAY

1. nsilasudessulal nsldussloniandessulatuasanufianeladessulay
wanaafiulumulssinvveUsenauns

2. ngAnssumslinfudessulativefszneunsiamisvuanaisuazunnges
flauduiussueuiinelafoseulatvesdinnuduasudaviavuinnalsazsunngou

3. ﬂ’lﬂﬁi’fﬂid%ﬁmﬂ?iaaauvl,aﬁmaaﬁﬂsgﬂaumﬁawﬁwmmﬂaNLLamemiau
flauduiussuenuineladossulativesdtnnudnasudaviavuanalsazsunngou

4. m3Wasudeseulaifimuduiusiunsldustloviandeesulativesfusznaunis

FAURNAVUINNAIHAL VLN DY

NSBUKUIANTIUNISIFY

T A
msfilaFuaasoulmi vesulsznoums
* amwd Tumaiisn

SR

- - -
nwitanaladesanlaives

« ol lunadian
* dnnmznisia

v
Filszneums

W 4wy o
. W‘Iﬂ\]ﬁﬂ]ﬂﬂﬁ‘lvﬁ‘\ﬂ!i'}

Yizanveafiilsznaums

* NGUNIHGA

W Wy o
N odueln ldotasniGa

aw )
. mmqmllumuwmn

* nguiEnmg
* nqudnfAnuaziit

malilszTuviesenloivoafilszneums
* audoansmseumeniadoya
* doanrsasuanuiionanyal
Y S
* doanissmdndomsilfduiuinadeng

* doamsniniuma

av d w
* iifoynfigndeanatonae
* doyanilaiw
* Joyariumiv

* eyl

2NN 1 ATDULLNIAALUNITIY

66

./



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.llllllIIIlIIIIIIIIIIIIIIIIIIIIIII’

AIINUNIUITIUNTITU

wurRmEITUNSUATU N155U% uasnquiinnsliussleviuazanuianala

ImasEne 4 dngnAnnsesegnasaiia fiuasazidenianzynasiial
HusgleminazmnovauadlanuauAnis Klapper (1960) na1a88 NTEUUNSIADNTUUIENT
viansurans 4 9u ldun 1. nsideniladu (Selective Exposure) 2. n1sidonliaany
aula (Selective Attention) 3. ﬂﬁLﬁ@ﬂ%’Uﬁ:LLasﬁmmwma (Selective Perception and
Interpretation) az 4. N151@8naA1 (Selective Retention)

msdeansaziiszdvBamlsiredediuamandila femudiladanaridunainain
msL’fJm%’umiﬁ@dqmsdqmuﬁaﬁm 1 nafinuidean1siliadu Exposure) Fudunszuiunisusn
fiintulunszuiunindenass (Selection) uazidussdusenauusnueamsiuivesiuslna
defuslaafinsiliasufaziinnnssusvely de3awues uwsuil (Schramm, 1974) naadis
ndnitluraamadendndudnasit Tuegiunmsdsuduiedadelunisldanuneneud
mslidesiign uarldsunanouunuilssuinnnign yaradsdiunliufiazideniutnansi
Tanuweneution wu dnansfieglndfiimisie uasduusslovidenuios

[

Tuannedagiuiidruiudsunlasednsnis matasurnasiududsdidey

<

=

lnglameznguiusznaunisiamnavuinnauazvuagedlulnnguvmg wasUunma gail
nsudaduiuegegelunn 9 A JsBeinstansiuvseneunisindulanasundam win
Susteyatanstmsilageliuieu daunwifnifaunsaesuieliimginssunisdasu
YasIndeesulatvesiusznounisiamisvuianaisasauingoululunnsunnuae
USuauna gauliygniaung wazn1sidenidasuyniansnuans1aiuluniuaiuienisves
AUsENOUNIWAALTIY

nouenumslddeiionisliussleviuazannuiianaly (Uses and Gratification

& ad v o w D2y A2 ova v A
Theory) \ungufiiuauddgvesSuasluguenidudifenlddainonsvauasaiy
789015 (Needs) {3uasaeiiansanitfeniserls andela ansussianlvu wagansiu

¥ 1 YU =2 M Y ] Y 7 < fa

avALBIANA I IVRMmURL 1Ly HuansalilmduiissSumintu (gua WOyasedna, 2542)
a8 McQuail, Blumler and Brown (1972) la@nwsiaudsanuneansvessSuasandewiasy
‘ILQJQJ Il

el 1) ANABINITAITAWNA 2) AUdasNsaiaudiondnuallinyana 3) A3y

AaN1sTINMmuasUfduiusnsday 4) AnudeinsANTuLiie

a 4 o A '
wuaAARINUF vl
dolni Judeidnddvinasgnaunntulagdu nelusudinanuluegvesau
wazaululvlunamsnn o dildelninanelduladeddgluiinUssdniuremnaunidesnis

a = 1 <@ o = a a = 3 a A @ o v
N1IAAFBDABANTOYINTIALIA NILIU LazUUILANTAIN 3'33J1‘1J€1\‘1@Qﬂﬂ'ﬁﬁqiﬂ"ﬂ Ne19nwuL e

67



NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 unsay - Tguiey 25

‘llllllllllllllllllllllll%llllll [

delmiJudommilunisindedeasuarUsymduiusunndy ngaun wiamn way dea
Foyuna (2544) na1nin delvsiiduuinnssuiifianuvainvany SauautAviasiiodaaty
nsi3ous wszidunisdeansasama (two-way communication) finduanansaLAd eud
lAgs (mobility) ylifazaansentsnanlugeiiang 9 (compactable) @a1u1sasauas
L‘U?{augﬂiéf (convertibility) asnsaideuseiuldlngde (connectivity) asnsalduseloviiles
il (Ubiquity) finasandlunsdeans (speed of communication) 13wsauau (absence of
boundaries) waztunda (digitalization)

Wiy aevssRvg (2551) nami delwiidudefineuaussrnudosmsansaumeld
mueadeIMIilnduasvesiiuasunniign mnzdslndannsoairdusunsunonfinmes
Tunsussgilomuesdoyatmansldesradussuu Surrdmalifnanudnialuninnouns
warTuTIdayatnanslininndt wwannesulud 4 wWu viawes vseynu Mdudamsluy
fldsundenldegiannluiagiu ilesnaunsalideyaldogisdeiies fiuszansam
uazanansadeansldmasanan (Real time) Swilianansadeanstoyainanssng 4 vesorins
viemaudlinniudemsnsalinnnideussnvdy dwmsdudnguid mngldinnninge
fedswaliannsnadeUsraumsaiimlfAnt ussninesdnavidonsiaudiuduilnadlday
doooulavléunn

MnmImumTsansbosiunui Aol nanedutesmadnegnandsluns
doansuazmsUszanduius esananunsadeanslisinigs uazidunsdeansasanma vinls
Fniduntesiionisdemsnivssansnmuaslfiuniouetnannluiagiy

Frtunmsnunneldnseuuudalumsideedel Fdvienuddayfumsinymeginssy
N15UASUYIENS AnudpInTskaznTsidustleviveTuas dulaun gusenauniiamng
yunnanuazsuIngexluangamne wazdsuuma welulstleviddonsimuiansuas
Uuugsnsinauonmsdessulaiussinnang 4 s 4 Ussian Tiud Uulesd mednuiumna

gnu waznInes Wnssiuanudesmniswarnsinluldusslevivesusenauniseely

a [ <

UHIUANN

1. nsilasudanaulal nuNeDa 999019 ANND STELLIAN ANWAZNISNTY LAY

AN av U &1 = ¢ N o | v A v Y | | =~ ¢

nsfiufduiusinudessulauiinguiegneiuszneunisitiniudeyatnaisiiudessuladl
YDIAUNIUABFTUIAUNIVUIANAALIUNL DY (FRD.)

2. mslduselevidensulal vinefis nsthdeyarnasnlaannIsua Iy ans

31nde Widustlevdamulasiunils muainudeanisvesgusenaunistuniusig 9 laun

1) audeInsasaumAvIateya 2) Aeensasieanuiliendnual 3) ABINITINFINTBNTT

o 3

TUfduTusedIny uag 4) Aaanisaudui

68



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.llllllIIIlIIIIIIIIIIIIIIIIIIIIIII’

3. avwitawsladeesulayd mnofls szivvesImelafiEiuansldFuanmsuanm
Imansnndelmifiiertestunsdidunisvesiuszneunsismiauuanasuazuuing e
munadnvazvesdessulat Iiud 1) annsadhideldedanings 2) amnsaddsdoya
Ieegnssani3a 3) fdeyardudimauunn 4) fidoyaiigndesuaznarnmats 5) doyaausn
Winlaladne 6) Teyatiaumiuade wag 7) anunsaiveyalUldlaass

4. gusEnauns vneda fUsEnaumsIaviavuanansuazIung adlulumnganne
wazdFunma Tunuidedduunduszneumsiamiruanaruazsuagemiu 3 Ussan
AB NIIHER NTUTNNT UagAdsarAUan

5. fovsulativasdninnudasiudamiavuianaaasuingey (@an.) nneds
YOIAHENIVaya A3 wagY1asing 9 nesulatvesdiinnudaaSiiaviavunnnans
LazIwIngeu (dan.) 19 4 doams Taua Jules (http//www.sme.go.th), g dnunuing
(https://th-th.facebook.com/OSMEP/), Wintnas (https://twitter.com/osmep) wazynu

(https://www.youtube.com/ (Osmep Channel)

I ad a v
521 08U351uN15398

NUATdiduns39u139d1999 (Survey Research) UszannsfidlunisAnuasall

Ao fUszneuMTIaviavuIanaawazauIngey (SME) luluansavmewazysunma 3 nqy

o |

oA 1. ngunsedn 2. ngunsAUanuazAEs uay 3. NgUUSNNT {IdBivuavIANg UL
31NTWIUYITEYVINT 752,045 578 Fesrusinlavdrdnaudaasuiavisvuinnalauay
VALY (2560) WarlErTUanIULIANG LA WNTWINNZaNYs Taro Yamane (1967) N5ediu

‘3" 0:/ o ! U 1 = 0’-// ‘:"I L 1
AIULTBUU 95% mmsmmummmamqmmamﬂumiﬁﬂmmw 400 38819

N1SLABNNENA2DENN

[
o

efmﬁ’aasiwuwwmssfumau (Multi-stage Sampling) Tuwsnlw3s (Proportional
stratified random sampling) AMuuadagdIungufIeg19]Usznaun1snulsziannguiay
5@ﬁ3u%a&&§ﬂ53ﬂ8Uﬂﬁﬁﬁgﬂ 3 Y A9 1. NFUNITWER (F117u 98 F99819) 2. NuNISAIUEN
uazAds (S1uu 278 fee19) waz 3. nquUIN1T (U 24 Meea) saduvuiadiegns

400 A9

13 [

TuNaoaldn1sgufI9g 19 uURNIZL31239 (Purposive sampling) Wiutayadn

Y

AUszneunamivvuananwazvwingeuninislidessulatvesddnnuduaiuiamia

YUINNANLALIUINGDY TIUNTIUNNTOUTU FULUN YIDN1TDONSIUNANUNIUALASUIANNND

= [ [ v 1

YUINNANUAZIUINEDU (FE1.) Lﬂuﬁ%’ﬂmmﬂuﬁéamw (ﬂﬁﬁ.ﬂﬂﬁ?ﬂﬁﬂ%ﬁ’)&ﬂ’]ﬂ%ﬂ) Taedinng

Y Y
[

AnNTaINgusitegelaen1saaunuUawiuiin1sIandessulatvesdinnuduaiuiamia

YIPNAUAEIUINERN (Aan.) Aeunvzlinguiiegmauluuasuaiy

69


http://www.sme.go.th/
https://th-th.facebook.com/OSMEP/
https://twitter.com/osmep

NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 unsay - Tguiey 25

‘llllllllllllllllllllllll%llllll [

LASDNIBLAZNITATIVFDULATIAD

v v ' P
v A Ya v a Y b4 =<

N"5398A38A 38z lduuuaR U ITUAT 1 UUIINNITNUNIULLIAALAENG B])
#19 q MAerdes Tnsutawuvaounmeandu 5 @ M @i 1 Budedauieafu
YogamiluvesusznaunsiamAarunianarsuassungon ddefniuionun 8 4o 1wy
el 78 BINUTBINGUIIBES UarszaznaRiuNSvesEnUYsENEUMS dwil 2 1Judaw
AeafumatinsudoseulaivesdiinmuduaiiiamAsruanaruasungon (aan.) S
4 4o lfun Aeseulaiinguinegneddn mmid nanililunadon werdnvuznsdvude
ooulat] dwil 3 WudnuAniunslivssleviandessulatvesuszneuns useenidu
4 s bouA 1) mnudeansansaumavsedeya 5 7o 2) Anudenisaieauiiendnual
4 U9 3) ANUABINITTINAAUJFUNUSNIFIAL 3 o Laz 4) Apan13ANTWTN 2 0
it 4 Wudawideaiuaufimeledessuladvesiuszneunts wiady anuiiwela
uled tiedn ninwed wazgyu uaz ddl 5 Wumauvaelaieasunudelaueuus
WMsdsiislrodeesulativesdinnuduaiiiamiaruianatauazvuingen (@a2.) 91nngx
PRIRN

MntunedeUANNINTBILIUAB YN TEMAZEUAILASS (Validity) A28 10C
NNBey 3 v wasvaaeuAIANNLTis (Reliability) waauuuasuausanisiiudoya
Mnnguitlaldnguinedng willdnwaztuisrtunguiedslunisinudiau 30 g v
Anszimaeuiisddadulszaniuoar 983 asulduuuaeuauiiadduiimiudies

warAuassaunsaildinudeyale

ANSAIAsIZRTaua

Y

v

a [ 74 ) 1= aa a 6 ¥ Y aa
Ansigvdeyaniglusunsudiiagunadflunisieseiteya lneazldais

Y
FanssaunluniseSuiednuay uasszauaufnmiuvengudieg1 Wy aud Sevas
! a a ] = A 9y a a v oA o ey 4
Aladgavadln dadsauuinsgiu weldeduienisilasudenislduselevidosaulall
uwazszauaNuiianeladeesuladvesdinnuduasuiamiavuinnalauazruingeuves
Ausznaunshulunnamme uasUSuama auinguseasansideden 1 feten 3
a PPN Y = = Y a o D ¢
nageUaNIRgIumiAgIuNsWIsuisusEiunsdasunisldusele wazay
weneladesaulatvesdinnudauaSudamiavuianalsazyuingauvesUseneunisiy

va o

WANTHNNY hazUTUuama MUingUisaidvensideden 4 uazauuAgIunsiden 1 133y

Y

YA UALNAFIUNITITEMETIATIENAMURUTUTIUNIGAET (One-way ANOVA)

A d v o v o &

MInegevaNNAgIuigItatuauduiusvesnsiadu msldusslovd wax
AnufisneladessulativesdinnudsaSiiamiaruanaauasuuingouve U senauns

luanganng azUSumng muinguszasaden 5 NAaauauufgIunIsITen 2 uag 4 me

70



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII’
nnREey Chi-Square wagvadeuanuRgnui 3 Niidudsiuasiuusmuduiuusdeiunm

o w

meduUszavsandunusues Pearson NszautivdAzy .05

NAN1529Y

Hoyaluvasnguiaagng

nan1sAnwInuI nausegvdlngudivestianis $1uiu 237 au sesadn
Juifiunmsunudivesiants wazdruannidumemds 31w 237 au naudveg wdiulg
flongegszning 31-5 U ImsAnuszduuiqan infiga $1uau 234 au sesaunde

a

Sn aulTyg/Uae. dseulane/Uw. dseuAnyinousu Uszaudne) uwazdu q auainy

3

[l

Fean1uUTENIUNIITINVUIANAHaTIUINg BN TEEZAINTALTNAINT 1-3 T u1niian

Ao 153 Wit seaunfe 11 U 4-6 U lifs 1 T 7-10 U uaglisvyssesnananiunis sudsu

n9Unsudessuladvssdinauduaiudavissuinnatsiazauing o
HUsznaun1sTuluanamne uazuunma

nan1sAnwn1slnduiesaulatvasdriinauduaiudamisvuianaisuas
YuIngavausznaunsiuluanunnuiuAsLazUINMTMa nudn ngudiegsaulng

v

nuleduasinedn wilisdnninmesuasynu lnefiaudlunisdivudessulauvivun

14
Pl
Y

'
v

a

U19A59 WU 9 ASY wazisunTudesiaannde delunisidivutudvgeldinaliiv
15 uitynde laedenamzilomiaulavialaniy q wWenuilemnuiaulauniige
nquitegvdnlnginsdasuivlediiiedumdeya Aunanavialsene waz
~ ~ ) a a ] % a A Py Y a &
amzideuiievesuuinis lngashnsie/deunu/Seussu/iausnusiiodnvy Tusnmsaued
THu3n13 SME Asua9as Wiengumedradasumladnunumanazdufduiusiae inisnalad
(Like) Twasl (Post) nadnm 1l (Follow) nawas (Share) Sunwifle Aumndeya wannnuAaLiy
(Comment) SUIUNTAENDAEN HABAIULNITAINELTIUNBYDSUUSNIST SAUDIAUNIAIN
~ ) oA a A v
WelUdaunasau o AReates
Wainyuvinmes naudisgsdiulngageudeniny waznaian1y (Follow) lay
uARIANARLIY (Reply) wazdstoarudiuda (Direct message) Uoaiign drudesgyuiiy

naudiegedulngaznalarinieddalan (Like/Dislike) nafinn 1y (Subscribe) uagnauys

'
% 4 =

(Share) TngazuansnuAniiu (Comment) Juiin (Save) uazs1841u (Report) Hosiign

WULRLINUNSIDBUNINADS
nan1sAnensIdUslevidossulatdvasdinauduaiudamiavuianans

wazvwInganvasfusEnaunstulanganwe wazUsuama wuiingudiegsldusylevi

deoauladluszauiiunaannaiu lngnqualsgrelianudiAyiuaudednIsn1ssIu

wazUfduiusned i slidluanimnisaiiunusastadewndsududdunsn sosan

71



NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 unsay - Tguiey 25

‘l-lll-lll-lll-lll-lll-ll\-lll-l [

Humnudesnsansaumenieteyaiiioidunimaunsufdaniodadula anudesnis
afuanufiendnualifleviandlafednvuzuazanulaaisuyesiansnuies uazay
Fosmsautufiaiiedunslinaridifausslond uazilonumaanay
nansAneAwiaweledessulaivasdriinnudusiudsmiavuanatauay
vundenvasfusznaunislulangamme uazUSumma wuinguiednsinufiswelade
ooulatl lunmswegluseiuunas Tneflenufinelasoiadnunumaniniian 5o
Ao Viulad gyu uagninmed muddiy mauafinguiegdaumanelamsnuuma
waziiuled osnniddlding san3 Tdeyaiviuali uaziideyagniesiiiilade
nauietaflmaiewelagyu ilesanidnddlding sam5) annsadilugdeyaiis
g1ldi1e warmsdumdeyaiivioinisliine azaan warsinga wilidediinludesmevaues

AufisnelanuANieInNIstayaegaziBenasutulatey duundnmeiiungusiiegnedl

Aufisnelaflosaindniialdine sin57 Ideyandaunasgndes wazaunsafumdoyad

Y Y

F99n1519918 @¥an warsInia wAnuImIameneuauainLdensauteyaniiluly
Uselevulnaseraudnetion

Nan1sAnEIUSeUiaun1siUnsu nstduselevd wazadnunawelalunisidse

' v
aau‘laummlszmmamﬂsxnaums
a ~ | a a o 9 ¢ Py v

INNSUSEUBUAMRAEYRINISUASU N1stUselevubazAuianelalunsly
ﬁaaaulaﬁmwszanaaﬁﬂisﬂaumi PEADANAZDUALLANANANRAYN TEAUTEE ARy
M9adid .05 Wud1 UseanveddUsenaun1s SME uansinsdulifinaseainudlunisidiy

a v 1Y ¥ ¥ = ¢ = ¥ " & &
SLULLIAM T UNITUNIYY wazanwazn1svNlunTsnvy dessulay Falown viules
wadnurlung Minmes WRZYBIYN VYD AF. LLGiUi%LﬂV]SUEJQEEUSSﬂEJUﬂﬁ SME 1aNEinany
~ v ¢ = ¢ \ ) a B
finmsldusslevinndeseulatvesaad lunmsiauandeiy WewnUssanveaiusznaunis
SME fsnenuazlauseleviaindossulatvosdan. wanaenu 3 91U kA AUAIINABDINIS
ANUTlENANYA! ATUAIINABINITNNITINFIMASUNAUNUSINIFIAY LagauABINITAINTULA
~ | a v ¢ = ¢ v a \ a v i
\Heannanaionisidusslonivesdesaulatvasndudusenaunisieglungundnazdounin
AUsENaUNSlUNGNUINTS uazndumdiuazA1Uan drununlufINTsansaumnanIetaya
Lifianuwansineiy wagnudnusennvesusenaun1s SME Auanseiuaziianuianelade
saulatlun nsiuuanseiu WewinAnadeanuiianeladessulatvenguiusenaunisi

aglunguuanazoeninusenaunisiunguuinisuasngumdiasAuan

72



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.llllllIIIlIIIIIIIIIIIIIIIIIIIIIII’

nanIsANEIANEURLSsTIansUasudeesuladiuanuiweladessulay
vasdinnudusiuiauiavuianaluazvungauvafussnaun1sluluanJaunw uas
Usueuna

nan1sAnnudn Tunmsmnsdesudessulaviiauduiussuanuiiaelade
saulativasdiinauduasiiaviavuinnatslazvuinges (aa.) Inensiasulivivduas
gyuluynduiinuduiusivanuiionela dmsumsdnuriung uazninmosludunaid
THlunsidnvy wazdnvarnisd1suiimuduiusfuanuiionels druanudlunisdie
Liflauduiugiunnuiiaweladossulading 2 Ussuam

nansANwIANduRUSsEninannslduslenianndessulatvesdusznounis
Faunsvuanansuazauadauiifuanuisweladossulatvesdrtnaudaaiudamia
YUIANAIAZVUINE DU

wamsAny Ui luamsunslivsglovideoaulatvesnguiogedinrudusiug

(% U =2

seaugeiuanuitaneladessulatvesdiinnududSidaviavuinnanuasvunngey (@ad.)
lufiemadeatuyn 9 a1 laun AuaAenITETEUNATaTaLA ATUAILABINITATIS
AMUTLBNANEA! ATUABINTITNITTINFIMATURENNUTN TN kasAUABINITAUTULAS
A a ¥ ! =< = (3] (% v ¢ (Y a
definsanTenunudl anuiaeladessulatiiauduiusseaugdluiianie
= Y D e ¢ v v N v = v w
Wenfuiunisldusslevidessula Tuduanudesnisansaumeavsedoya wasilauduiug

v 6

seaulunanluiiamafsiuluaunudain1sNsTAwas U duiusnieday auay
ABINNTAS19ANLTLONSN YA LALAIUAIUADINITAINUUULIAS
= v o ' a o A ¢ v ¥ ¢ a

NANISANEIAUFUNUS TENI19N15 s udpasulaununishduseleviannde
saulatvasdusznaunsdamnavuiananiuazvuingay

NANISANYINUIN TuANsIunsasudessulauimnudunusiunisituselovd
N@900UlaNvIFTNIUALESLIAMAVUIANAILASIUINLBY (F7.) WIaNINTUNSI8ED

1 a (Y] @ I3 6V % 4:1' % [y £

wui msdasuivladuasiiadnununasiunaiildlunisivuiasdnvaenisi vy
P v v fw 9 e ') | v P~ P 1 v o ¢
Heuduiusiunsldusslesidessulailunnau dwmuanudlunisdnvy bifdanuduiug
funisldusslevilunninu

SRS UNIALHIDS MUIAUS NWE ST ANUAUN LS N uMsIgUselevidoaaulan
Tunneu winsiasuniswmesluauaudlunsirvudanuduiusiunsidusslevdlu
ANUANUADINTTANUUUALNEIA LAY FIUNISEUASUNINLN DT LUATULIAN T LG LN LU
Lifianuduiusiunisldusvlevilusuanudesnisansaumensedeya diunsiliniugyu

ANUAIUD LUNTINTUT ANUE LN LS NUNTITUTE T I UAUAI LA BIN1SANNU LAY NSWASY

P P! v a U o fw P P v ~ Y] &
AU LN L ANUEUNUSAUNSITUSE e vUlUA LA LABINISANUTLDNANYAILAY

73



NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 unsay - Tguiey 25

‘llllllllllllllllllllllll%llllll [

(% s

ANNFDINITANUTULAY d@runi1silasulunudnuwuenisidsuludaudunusuni1s Ly

v

Uszlewideoauladlunnau annnisveaaevauuigiuaiunsaasuilumsnslansil

AUNAFIUNITITY nINAHY NAN1NAHRY

auuAgun 1.1 MaUnsudesaulauunnsiaiu ANOVA Ujjiasauungiu

lUmuussiavvesiUsenaunis

auufgun 1.2 msldusslevidosaulad ANOVA avvayuaNuRgu

wansnaiulunuussnnuesiusenaunis

auufgIun 1.3 muiisneladessularinnsneiu ANOVA avvayuaNuRgu

lUmuussianvesiUsenaunis

auufgun 2 nsasudeesulatives Chi-Square atuayUaNNRgIY
HUsENOUNTIAMAVIANANUALIWINE DY
fianuduiusiuanuianeladessulatives

AUNNUALES LI ENMN IVUINNAAL VLN DY

aunfgiui 3 nslduseleviandeesulaves Pearson Correlation avuayuaNuRgu
AUZNEUNITIAMAVUIANA AT INE DY
fianuduiusiuanuianeladessulatives

ANNUALES LI ENMN IVUINNAAL VLN DY

auuAgIun 4 nsdnsudossulaudanuduiug Chi-Square atuayuaNuRgu
fumsldussleminndessulativesiusznouns

FANRNIVUIANA WAL VUINL DL

NUBIAG: NAFOUANLAgILUTISEAUTEAATY .05

wenaNtY JUsenaunisdildelauauursedesaulatvesdinnudaaiuiamng

i & o ¢ @ 5% oo ¢
YIANANKATVUINGRY (@an.) Ao dovaulatiluvewmamswmeunstayaniiussleviiay
anunsadnfslidneg widadidemliviuadeuasliiluiegiu fuszneunsivaueuusliiinig
W nllomuazUsenduiusaesaulalsing 9 Wuindu siudamsvengyemialgyams
poulaudu 9 fae 1wWu lad (Line) uazweundiadu (Application) Bu 9 ielvigusznauns

fifeanafiviainuane uavausadndeloyasig o leg1esinga

aAUs18NaNISIVY

neansAnulauansliiuiinanisiamisvuianatsuazauingondiulng

1

Afiunsudies 1-3 U ngusegadsdedndusuvuesionisdilvgniiongldunguriu

bingusegfineusuudeunuausalidessulatlilueg1ed Faidndeeoulatising

Jueg9d donndesiunuideves teiin1s a3sig (2559) nuinguilddederueaulall

74



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.lllllllllllllllllllllllllllllllll’

dllugandunguiaiuastuie wasiawesiuuen Juduausulmindemiuaiusalunisly

doauladl uazlinginssunisiddessulatludinysedniueguda

oA

HAN1TIVBEDAAR DINUNITENTIAVRIEIINUED ALIYIANINUIERaUlaURS 9
Tnewmnzmlednlasurmutisuegrannlunyilddessulatyninenidwnglduinsdessulal
MavaunndT 50 auau (@nauadiiuannd, 2560) nqusiegsaulngnlddossulatves
ANNUARAS LI AN IVUINNANWATVUNY DY (F81.) thmmagjLLéhdwsziammwiamiaqmqﬁu
Tognals Falinsdenilnsunasiufduiusinegamunzay

= gj g"u ¥ Y & o./qd' d" [ F N~
Han13AnwasaldslanansliiiuauandRnmunzauveddalvdin aunsealdidu
= P a A ) | v v U = ~ A a =~ |
insesdislunisindedeasiunduduszneunisidegramiuasiivsednsam Wesndsans
lovagUssnnniouiu ldazann diesevewesloanitalng ilvawnsanssneteyarnasia
< [y} | v I Y Y o w v al [ Ly a 4
590157 @1unsasudsansliedlivedndnsunaiuazaniun (Viggrie areusehvg, 2551)
delmidadunIodonianud Ayuasivselovinunneddnauduasuiaviavuinnans
wazuIngeu (@a.) wagusenaunisies vilingudiegeiinnsldussleviinoauanause
ANUABINITTINILazUfduiussdnmielndluaninnisafuaiunasladewindou
Y9379n159U 9 wazdaruiansladvdsesulauns 4 Yszuam lasamziulesduazmladn
= =3 v < a v A o o =] a o 1y Y a Y
winaissanid1daladneg san5y ddeyanvivade anunsadufduiuslaie wazliteys
b4 d' 14 1 v % a o = %3 '3 '3 d' 1 a 4
gniesiidnladng aenadediunuITeves Weianl nagewuw (2555) Anuitaundninedn
wiumagsiadualulsemelnedinisUasuuasinmnuianalamadnurunadudlussiugs
-dl = 1 ¥ 1
Wesanndenuunaulakaziantadng
nauiiegltdessulatvesdinnuduasiiamivuianaluasaunngey (@a7.)
A TngUsasn Ao NITIudikasUduiusnsdiay el luan nnisanduanuuay
Yaduwanasuaesianisdu o Feazdrelunanisresnuatidunisninunumnsdinulaogig
a % % a 1 ¢ A v =
winzaukaziiauiesnsasaunavsedeua lneiinnsldussloniienisuaramdeyanse
Powuziniioiduwumislunsujianiednduls iensudangnisaldagiuinerdeiu
pularerns NedaduluiovinanudnlafednvauznazaulanauaIRaNIsAULD LAY
Hunisldvaninaliiiausslenidndie Feinguszasdlunislddevesiuszneunisidunisly
Usglevtandenui Katz et al. (1974) lduunanusesnsylide Ae 1. Anudein1saug
(Cognitive Need) 2. A1uABIN15M19015Ua] (Affective Need) 3. A111ABINITAIUYAAA
(Personal Integrative Needs) 4. A211A89n19119&9AL (Social Integrative Need) uay
5. AUAIN15T (Escape Need) §9Aufiaini1snenavinlviiausegslanaglidowio
Usglevduaznoliinainuianelaveslddone
wenanuuinguszadlunisldnudessulativeswiUsznounisdiaenadosiuuny

duasu SME adud 4 Nyfsmangliguszneunisanunsadsenavgsfalaiuuiieondn duasy

75



NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 unsay - Tguiey 25

‘llllllllllllllllllllllll%llllll [

nMamnguLarairaIotemgsiaieiauiamigiusnlifianuduuds @i
duaSidamiaTuIananLazILIngex, 2560) el Madadutaaseng q fideinugemna
soulatimesdiinnudnaiiiamfaranasuazaiagon (@) sudulununszuiuns
Tn3u (Klapper, 1960) fie fiuansaeiinndendaiudutureuusn fsuasiadentnans
INUMAIRN 9 AIUAPILATAIN APIUOTA LaTAIUAULALYDINY
NaNINAFUANLAFUNUIUTELANYRsUTEnoUM ST umnanafulaidenasienis

a

\UnsudessulatvesditinnuduaSuianviavuninnaiwazauing o (aan.) Faufiasauumgiu

<

\HosnerudnvuziazauauiRvestemanazilomdeyans o Negludessuladisiiu
v PRy & v | a o a O v a v =
Payaniluseleviungusznounisiduiaesiu 8nviadusznaunisianuaiunsalunisidnia
£ -dl' & & [l % o ¥ a () ¥ a [ d' [ 1 a

wagldudeseauladiluagua inlilsennvesianisldvilinslasudedenanidiaiy
LANMIAU

Aumslivselevidosaula Han1seaeuaNLAgIUNUIIHUIENOUN WS
aglgUselevdanndeeaulatvesddnauduasuiamnavuinnalakasvuing oy (@a7.)
uanseiu Fadulumuanufignu WesnduszneuntsusasUssnvldusslevinndeseula
YBIANUNIUANEFSUIF NN IVUIANAIAZVUINE DN (Fd7.) ANAIAUIUAIUAINUADINIT
ANUTLENENYA! AUAIUABINITNITINAMILALUREUITUSINIFIAY wazAUABINITALTULI
dusnuANfsInIsasauwmavIedeya liflanuuansineiu Dumszaninguszasdngn
vaan15ilnsudsuazanudeinisussleviandeyasindeeeulategraduniinisves
v 2 A v v Ao & ° v £ a P
AuszneumInAeiiademsteyandnduausailuldusslovinefanisvenu duseneuns
FudenfivzAumtayadndiniiamiruanaisiasruingey %Li‘]uﬁﬁagaﬁﬁ‘]umami
LasTTUNRALASINTRAILIAIUAIY 9 WANgY SME

suANUNIneladessulativesdinnuduas e N avTIANAHaL LN DY (FE7.)
Tuusiaznquisznoumsiianuunnanaiu Fadulumuanufign Weswinduszneunisied
lunqunisude danufienaladessuladunndangusenaunsnaudy q v meen
v | A o o & & P A oA v ) a a v P aa
Toyasing 9 Minawedniduiomdeyalineitesiuninds Baaziiaudesnisteyani
AVIUANIZ1EAIINNIEUTENOUNSNALDY 9 uiasidudoyasunisdaaiudimudy 9 wu
ANUNINNITAIDN N1TDBNWUY 130YINIINITLaNa 18 LTUdU aonrdasduiuidaveq
J5dnual Megau (2550) Ainudglsuansiinisidensudsuasidenldiilemvesiiansiineuaues
| v ~ ¢ =3 A v ] o & a aa
AOANADINITVBINULDY LiUsylavtntlanienils nmsidenlddanis o Jadufanssudnll
WInNe NSLERNLANUIVINEITINANINNANUABINTT UL v NADLarAIUTaNala
YDIUARAUY 9 LavillanufeInsiisunsnevaueasinauianela
InRanIsagevanNAgIvaziulaiinslasudeesulauianuduiusiuaiiu

flanely Fadulumuaunigiu Wewhelugauiioyaasaunall Woyaraiinnufaanis

76



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

lllllllllllllllllllllllllllllllll’

(%
v o

Toyav17a15ae 4 Aaunsadeiuteyatiniaisane 4 laegrsiasuwiudessulail vy

Iasumuazmnlndaiu Weswgrewmens o Adldenlddulanautulrausalalade

a a

Lidedddinandnluadausn WulumuuuiAnues McCombs and Becker (1979) fiasune
mwdsslddeiiieinguszasdsing q uazaenndesiuuuiAnues Atkin (1973) fieSuieiis
miLLa’Nmsci'nmuﬁamauauaqmmﬁmmii Foin1siuuzin wieadunisiasuasia
ausiulaliinuies Fuflennudesmssnanlasunisnevaussfiiadunufisnela
uenantunammageuauigiuSmuitlunmsmnsliusdlonidesoulatves
naufmegefianuduiusszdugaiuaiufiseladossulatvesdrinanuduaiuiamio
yumnaLazIUIAgen (aan.) Tufimmadeaiunn 4 fu Felumuauuigiu souuaniEes
nslUselovivazanuienslaaduiein Q%Uaﬁf\]w‘flwgﬁmummméfmmﬂuﬂ’]iﬁa 4157
wihlugnginssuilensuausinuiosnisuasaufisnslavesauy msliussleviandeya
Jmasiudsssulavvesdtnnuduasiiamisvuianacwazvuing oy (@an.) Wunsle
Uiz‘lmjﬁﬁ'Lﬁmmﬂmméfaamimaaﬁﬂizﬂaumi dleaudesnislasunisnevaussia i
mmﬁawaiﬂu%gmmmiﬁ?u
Tunmsiunsdasudsesuladfimuduiusiunisldusslordandeesulatves
AMINUANASIINAVUINNANLAZIUIN DN (FEN.) @OARABINULUIARATEY Katz et al. (1974)
ﬁﬂé’nﬁ’j%ﬁ'a;E%’Uﬂ’liﬁamawmaé’qmJLLaz%mi@ﬁdaiﬁﬁmmméfaammazLﬁmmmmmvﬁq
nunasans Nazdinisdasutoyatniasnig o SuneliAnussloniuazanufiaonelady 9
AU ﬁ'ﬂﬁ'jul,ﬁa;gﬂizﬂaumiﬁmmﬁmmﬁayjmmmi fazUasudoyavnansnng o au

ANURINTS Lieteyadniansiilasululiusslevisely

JDLAUBLUY

Jaausnuzlunisiinanisideluld

1. wams3deliuandiiivinduszneunsiamnavuianaisuazvuingeniinaiug
maunsafiaglddeseulaldetafiuussaniam fetudninaudiasuiamiavuianans
wazIuIngau (dad.) m3ﬁmmﬂ%§aaauiaﬂumamEJLLWi'si’IaagJa 917815 TINDINSAALEBN
LLaZ"\T’lLLuﬂLﬁj@MﬂﬁLmJ’wﬁmﬁUUizLﬂ%%@ﬁﬁgﬂizﬂaumi equazﬁfaﬁiﬁﬁgﬂigﬂaumimmm
Fumdayaldieia

2. Haanmaneaevauuiglduandiiuiinadadudessular] muiianels
waznsleUselaguiaudunusiu d1UnudLasLIanavUInNaLazIuIngu (&an.)

'
Yyva v

FIATWAUNIFULUU oy waguimesing o saudalimsussnduiusigndenisldusslovd

Y

Ly ] =

v ] Y = Aa a ] v vl a_w
ﬁ]qﬂﬂaiqua(ﬂ’]ﬂ ﬂlﬂmiqUﬂﬂaﬂaﬂﬂ"NﬂﬂJ‘Uiﬂqﬁ LW@LUUﬂqiﬂﬁgg‘luﬁLMNﬂqiLUﬂiU DUILAEAINANINIT

PlUlTUselovinazaunanelasaly

1



NIATIYINTNTIANUELNITIANT Wy Inendemnalulagsvunasyys

U7 9 adun 1 uns1AY - Tnuiey 2565

‘llllllllllllllllllllllll%llllllll.

3. MnawAniud adumauaedalfuansdiiviuindussnounsdufuas
arumeufinniFousiftelduinslusuuuueeulal AdudiinnudnasiiamAaranans
wazauIngey (aa.) msiauiimslugiuuuesuladlfinndu luduresssuugiudoya
Juszneunts msadasidisinfanssy uaznmsneudeasdenia q Aazeliauisaliuinsg

wngUszneunsliegnafulsednsnmanndstu

Paruauuzdmiun1sinidesialy

1. arsfimstdeientusiuuuuanidemingauuandulumumindosnsves
fUsznouns suastaelianansadavhdenidindsuasyianudnladne uazeeliguszneuns
I¢sudoyatnansiiiausslonildasnnuassingity

2. ATl unmsidedsdnaliuuvaeualumaifudoya duiu Semsiing
Funwaliddnuagmsaunnnga Welilddeyanidnauuarassiumiudoimsvesiuseneuns
wntu lunstanldiftedaudenasmsfeasvesdnaidamfsmuanaruasvuiageu
moly

LONE1591999

YL uim uag dey Foyuna. (2544). mansuiiieuas SausTINANY). AT
LfdY wsa nsend.

viygiiy angUssiug. (2551). unumiinussnnduiusiunmsussaduiusludelmineud 1.
NIMTRUUNATAANY), 20(65), 42-51.

fsanl gaemuu. (2555). mstnsudeyaynarsnaiuianaly uasAuaNANonTITUA)
v I nununagshaaua I luUsemalne. GmentinusUTaaumUndin).
PNRINTAUNINGNTY, NFLTN.

yua Dnyasedfa. (2502). MsTATIesfgsums. ngamme: 75 wEur.

5dnual ANgaL. (2550). N15uaamIYIEIT Mmsltuselevd uasnauianelavesinasyu
vnaunmelsuiunisasmuluysumalye. GnaniwusuSaygrumdudin).
f\;maqmajmwﬁwmﬁa, AFWNN.

andanl anun. (2557). TaseiiamanonginssunisiaensurusIen391989
anrdlnsimdvesgvaluwensunmumiuns. (M3fnwdassUTygumdudin).
uvAnendeidu, ngammne,

AunaudnaSIIEMAVUIANARATIUNIAE Y. (2560). SI89IUADI1YA758d SME T 2560.

AUAUAIN http://www.sme.go.th/th/ download.php?modulekey=215

78


http://www.sme.go.th/th/%20download.php?modulekey=215

Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.lllllllllllllllllllllllllllllllll’

Y

Anuad AR, (2560). N15875290150n51 0 meluladarsauiauaznIsaaasiu

o A

ATATOU WA, 2559. ATUNW: AINUERRIYIR NIENTIRTALNELATEFNA
IGEAH

Wl #3579, (2559). wgdnssunslauasnIssusansnavesdeaivianataualssuItey
uazinaLITuLTn luaN FUNUIUATUAL USHI8mS. (IneniinusUSeyg
wUndin). ao1dududaRauuImseans, ngaunne.

Assael, H. (2004). Consumer Behavior: A Strategic Approach (6th ed.). Boston, MA:
Houghton Mifflin.

Chittithaworn, C., Islam, M. A., Keawchana, T. & Yusuf, D. H. M. (2011). Factors
Affecting Business Success of Small & Medium Enterprises (SME) in
Thailand. Asian Social Science, 7(5), 180-190.

Katz, E., Blumler, J., & Gurevitch, M. (1974). Utilization of mass communication by the
individual. In J. Blumler & E. Katz (Eds.), The uses of mass communication:
Current perspectives on gratifications research (pp. 19-34). Sage.

Klapper, J. T. (1960). The Effects of Mass Communication. Glencoe, Ill.: Free Press.

McQuail, D., J. Blumler & R. Brown. (1972). The television audience: a revised
perspective. in D. McQuail (Ed.). Sociology of Mass Communication.
Longman.

Schramm, Wilbur. (1973). Handbook of Communication. Chicago: Ran Mcnally College.

Yamane, Taro. (1967). Statistics, An Introductory Analysis (2nd Ed.). New York:

Harper and Row.

79



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 adu 1 uns1aw - Tnuney 2565

<llIIIIIIIIIIIIIIIIIIIIIIIIIIIIII.

ANNSURATIUMDEIANVYDIDIANITNADNEWARDAIUIITNANA

fDa9ANT wasNan1sURURMUVaIWITNgIY

CORPORATE SOCIAL RESPONSIBILITY INFLUENCING EMPLOYEE
LOYALTY AND EMPLOYEE JOB PERFORMANCE

YN NINGs ! uar Haynad uAssIude’

Jesada Suparam®” and Waranpong Boonsiritomachai?

Received 31 January 2022
Revised 19 April 2022
Accepted 11 May 2022

UNANELD

(%
[ = o

N33R INgUIT AR AN BVENAUBIANUTURATO U IALYDI03AN T

RoANaIsnAnAresdAns wazran1sUfURNuvmTnag ns3deilaldnguieganidu
WNNUUIEN Juiie peuansadu Sin W) uanaseslenldlumsidunssll Aeuuudeuny

=3 [

Tngvinsiiusiusindeyandnanuuiagliuuuasuauiauy saidnununsdu 289 atu e

L3

Ansehadfnssuuilagldnisuantasanud arfesar Aede Ardrudssuuunsgu

Fudlgn1shnssiaunsdlasaiaionaaouauNAgIy

a a

HANTSIFYNUINAINNSURAYOUADEIANYBIBIANTHBNENANIINTUTIUINABANY

(%
v a1 (3

935nNANAF083ANT wasNaN1TURURMUYRINENIY waNIINTUEIMUINANUTNANAK0DIANT

Yoantnaudmasenan s iRnueamidneu edalsinuiiefiansaundninanisdoy
MATeTULATINUIIPNn SRR aIRnsuRInin UL TusLUTdIHIUIINANSUR Y B U

[

sodinuvateAnsdran1sUfURuresinenuy

AAIARY: ANSURAYDUARAIANUDIBIANT AUITNANARDBIANT NANISUHURIU

! dnfAnwUSyaiin vdngasuimsgsiaumdudio smInerduinyasmans

Master of Business Administration Program, Faculty of Business Administration, Kasetsart University.
*Corresponding Author, E-mail: Jesada.su@ku.th

2 feM1ans1An5e A3, AMEUIINIIING A Ine deinunsmans

Assistant Professor Dr, Faculty of Business Administration, Kasetsart University. Email: fbuswob@ku.ac.th

80



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L T T T N S

Abstract

This research aimed to study the influence of corporate social responsibility
with employee loyalty to the organization and employees job performance. This research
used a sample group of employees of Syntec Construction Public Company Limited
and the instrument used in this research was a questionnaire. Employee data were
collected and 289 complete questionnaires were obtained to analyze descriptive
statistics using frequency distribution, percentage, mean, standard deviation. Structural
equation analysis is also used to test hypotheses.

The results showed that corporate social responsibility had a positive direct
influence on employee loyalty and job performance. Furthermore, this research found
that employee loyalty had a direct positive influence on employee job performance.
However, when considering indirect influence, the research found that employee
loyalty is a mediating variable from corporate social responsibility to employee job

performance.

Keyword: Corporate Social Responsibility, Employee Loyalty, Employee Job Performance

UNin

Tugeld AT N uNn ArusuRnveud edanuveI09Ans (Corporate Social
Responsibility) w%aﬁﬁﬂgm%ﬂd'} CSR nanaduiadefiussnuasinideldliauala
Huathann Taesefiiuies gshvnsdosinnuiuiaveuludeiiadmansenuiiiAntude
e Tnogsnaaveysenluszezendedinuddnlunisfinnsanussidud eansiamn
gsamuglUfumuiuRnseusioden Wisliinusslevismiuisaesiie Tnsasdosiiums
straiasuazAnannsiidausimvesaunnniadiuiiiieados dmsudsemalnedy
AMIENTINN9YNE5A AT 0d suandoulne (Thailand Business Council for Sustainable
Development - TBCSD) Afthmnefidenndasfuainudeanisvasudendig q waztnide
walanflyjaiusu CSR Insanznssunisiianunsuailuninaiuaiedaddnlunisdnm
daundenliunesdnsluningsia melduuimiude “nswauinuudadu” (@t
dawndeslng, 2551) nMsduadu CSR Fdlnnudndusenisdniugsia esanuissing 4
sfundluanmnedesmsudetuiisunss éfﬂﬁ?uﬁlumiﬁﬂﬁﬂaQ’u’%msmiﬁwﬁaﬁqmsLLaﬂuJ?{sJu
seisnarilssrerduiidesseudelunasnaUsslesimaasugia lunenduiunudise
szezonazAlumiiunsamulu CSR Jsnavszloviionalianansaianaldlaonss (Dos,

2017) lnaidlofiansaudlesnudn 115530 CSR WhAumsaniiugsiadadudednludmsu
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Piitudn dminoudimundiiddeulsueamsufissourodn asdsamsuivomina
AOPNAS 9U898A NI INNMSAII U SR UANS URAYe U ad srNTLLea (Al, Rehman,
Ali, Yousaf & Zia, 2010)
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Nnsusing q Biesdu funsifuguaionsiii dunisuszneugsiasheaadussea
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1. WeAnwiAUTURAT UADAIALTD99IANT TUATUAS 9 LR AuassnAng
ABOIANT tasnan1sULURNUvRINTNaY

2. WBANYIBNSNAVBIANUSURATOUF DFIALVDIDIANT NUMBAINUIITNANARD

99ANS wasnan1sUfuRuveIntna
FUNAFIUNTIAY

auuRgIud 1 (H1) rufuilaveusodsnuvesesdnsd dvEnanmssiamuasindng
MOBIANITYDINNIY

AuAgIudl 2 (H2) AmuduiinveUd od1ANYI0IANTE BNENANIIATIAOHANS
UjuRanuvasntnau

auNAgIud 3 (H3) anusuinveusedinuvetesdnsiidninanisdoudenanis
U iRnuramingmu fumnuassndnfsessinsyasmingu

aundgudl 4 (Ha) mnuasinAndsessdnsiidvinanimsaonanisufoRnuves

NUNIU
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NSBUKUIANIUNISIFY

t—ﬁ'ﬂum'ﬁﬁﬁfjﬂ
qQuafansié

AnuNSAAnGcDDIANT
AunnTUeENaUEIAa YDIWTATIU
sheeuusTIn

uausuiingou
sajuslam

ANMUSURintiousa
fapuwonaEns (CSR)

T gisea
ussnuathaflussau

FUATTTINWRIUN

ANTULAT IR - em
HanTUgURIW

waswinnuuieu Suidia

ADUARIATL VAR (UWnwu)

FIUATAUATAEN
&unedou

AT 1 NSBULUIAALLANTIRY

AIINUNIUITIUNITA

mnufuiiaveusednuvasasnsiuitnsfiesdnsgsialdlunisduiugsianiug
WAumsquagfdwlddiude insugha dsaunazdauindon WeliAnmuangauazed
Srufuld Suazthlugnmsimunfideduvesgsiadeaonadesiumnuiuiissdnsuazinidod
Ialimnuiuly fegraru World Business Council on Sustainable Development (WBCSD,
2000) Wammnem usuinreusedsanesesing Aemiiureauiin fazduaiunisiam
\wswgiaeesdsdy Tnevhausudugninuazaseunsivesmnnien yuvukazdsesilaenits

[

41' o Aa adasf 4 ° w
oAz MTInNATuresdIntlaesIn vielulsemalneosdinauamuenssunig
AMAUNANNINGLaZAAIANANNTNG (2560) BFUILANRUIBVBIAIIUTURATOUADAIANTD
99ANT Ao N15M153AY deau wazdawinaau (Economic-Social-Environment: ESG) 134
[} [ 4 ] Y] = r-il‘ ‘&J Y U v a dl' (.
Awauna agswiule ag19didu Fearumuneillnaifssiv aandugsfaiediay (2555)
AlinnumungANuSuinyeUredinuveteddns munehs n1sUsenaufanisaieaugualdla
sofilalaldy rsygha druuasdanindeuealnmsIsl 385551 UALITIIUTIM
dieRsannszuamnAnausuRnreus odenuaziiula I nfiwaunstaaunnniu
puaau Ingladinisuszniadennasseiulanuiieanuszene@ (The UN Global Compact)
~ Y o a =~ o Ao A ] o s a Y o [
Weldlunsaumidumsivenmsiaunnddudmivesinsgsialaelanmuandnaina 10 Usens
dmsuiluldlunisafiufanssuniagsia Wilddedndu ussen walewdausuiinvey
%39 Responsible Corporate Citizen Tudiaulan wdnaina 10 Uszn1sainann 1eateeiu
Uszihuman 4 5es toun (1) Sesdvisuyweru (human rights) Usenausie wanusenisi 1:

atvayuiazimsnlunisundesdniuyvesunusenaluseduaina auveulung1unai
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1y |

Puludennasasiduldlneadasle uagluddeyniumangmuneusedidla (United Nation,
2011) warannseunsaiunsiensimunidsdudmivesdnsgsiadisnan wazaiu
aonndesfuuIunvesesAnsgsRalulsEmAlnemuLLIMIYes an1liugsAatite denu (2555)
wagdinuAENIIUNISIIAURaNNINduLazaaIavanning (2560) JslanmunwuiIuiun
TuFos CSR Tudwisuaidetieandu 6 fu Ssuszneude 1) fumsituguaianisiia
2) fun1susenaugsnameanulusssy 3) AMuanusuRaveudeduslan 4) dun1sufon
Aoustued1udusssy 5) dunissiuimuigusuLasdiag wag 6) Aun1sguasny
Aawndon
Fatuasiulfieuuiaveudedsnuniuazdoainnnauluesinsfifdmsanly
N15veUEle U8 URIRIANT Lﬁawﬁmmmé’]ﬁ?uﬁﬁaui'amﬁma%Lﬁmmm;&ﬂﬁﬂumﬁm
fauAdefidnuanugniulussdnsanmssuduianssuiledsnuues suyyn yyuseiasy
(2555) wui1 AanssuANusuiiaveudedinudwalindnaulunguiaueisduiiy dainy
Qﬂﬂ’uﬁw%ﬁmmmﬁu Tnglanzeesdadussnsniunsnaniiodinuveseddns uaziilo

[=3N] !

wifnauiinugnitusessdnsfidendsnaianuassninisessdns lnefleuAdefiatuayy
auduiugE lainandu muaseiFnululsemaa@eues Basheer, Hameed, Rashid &
Nadim (2019) 30103987 Anurlulszinmansseluinives Book, Gatling & Kim (2019)
defansanauvinegvesrNsinininesdns ﬁ’wmaﬁammifﬁﬂLLasmiLLamaaﬂmaq
wiinau Jaumsnseesdns danudulaujufauuazeiinnusossdns danuyniy
fenwmdanduives fanudesnmaduduniwesesdnsmsiiyanaiinunniusossdns

[ 1%

Q‘Lﬂummﬁ‘]uam%ﬂ%aamﬂigﬁﬂ Lﬂuﬁwadﬁmm@’ﬂa%ﬁwmagjﬁ’uawﬁ’ﬂiﬁmaamvl,ﬂ
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Y
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aspect) Wunisuanseonisauldesndglunnussnenudeanisiiaséenuuiem e
UiEmdeluidu Ussauiazasmudumndnvesuivnmasaly 2) summidn (Affective
aspect) iumnuiniazyiauduuien amnufaelaluvisn fanugilalumsduaundn
vosuiev danudniudiuniavesuitv wag 3) fun1s3ud (Cognitive aspect) e
asdesiu waglinadalursdvenudedelufiisdutnm (Hoy and Rees, 1974) A1mdng
sepsAnssuinanaamelafiesdnsldlanseenismuussauvzUasuidasymunay
Fenallruduiiededdaiviilvminanuesnieulituesdnsdusiely uasdwhedundou
nansUfTRNuRezHan AL unwestiesAnsliEnde (Meister, 2012)
mMsfiesdnsiawdnwalfisredinusinazidufasiouvesszansnmnagndnig
Fanaminennsuyudaneluvesesdnaiosiie mefnwidioliumsnives Ameida & Coelho
(2019) #Anwiluannsailaunwuin Srannsailauniianusuiinveusodnuazdanals
nwdnuaivesannsaiitu uaravdsnaluwivinduiradveminnuliiiaugaiusonis
vhau uarlufiganaufoRnuremdnaufeeity Wefinsannanisufofou deifudes

3

Guaamiﬂiza‘ummé’wL%f\maﬂﬂfﬁﬂﬁﬁ’ﬁmmamﬂﬂaﬁLﬂulﬂmmi'mqﬂigmﬁ violwaneiiesdns
gndly FeamnsotaeonuldidludeSmauaninunm Ssaenndesivaiudiuitnide
wanevinulalinuiiuld degradu Gibson, John & James (1982) lalwiddinAuaes
UszaAndnalii Wudosweanmsnsedila q dlaranimneasldsunaeslsdnegrdliinia
nsnseviudonumene e ivssAninagatunntenifioda Tusgiuiinaiilasuasaiy
p33 AUl adeUsinn uasdenmnn uadlindsnuieefieds uay et vuazetn (2551)
TanumnevesUszdvdna Imnefwadusavosruiidulununimgsis (Purpose) 7
Amualiludmineg (Goal) ﬁaiugﬂmauﬂmmm%aﬂ%mm waztUmunglianmunn uay
aonndestunsliaunuieves Cherrington (1994) #ildnandinisiauseansnaluns
UUR U (Success) Ingfia15u191N0IAUTENOU 2 AU AD ATUVDIANAINYBINY WAy

ANUUSUNUYDI9Y

sudauasiunisIve

Uszannsiildlunisfine Ae nidneuudenn fuiia peuansadu 91 @)
1AeN15N15d1A28E19WUULA1R9 (Purposive Sampling) kag3in1sduuiuugnly (Snowball
Sampling MNNGXIBE1ImNA 311U 289 AU UavilkUUABUAMTANYSITUIU 289 aty

Ya o

dmsuiniesonldlunisidenasnisivsiusiudeyaiu §3delduuuasuny
Tngladnriluannisnumuwissanssuiinedes undunseuinssitarassuuasuaiy
Tnseurquiilovfifdesnsagiinw TanvaeAonuluwuuuatela (Close - ended Question)

waganuarAMaULUULABNABY (Multiple choice) daunisuseiliunssuiausuinyause
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Tuinausias

dmsumsliaseideyatu 33ulFaiRdmszann (Descriptive Statistics) Tunis
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(Percentage) thiaugluguadanssamniieldlunsussenednvasdoyaiadvdiuynnaves
Anaunuudeuny uennimsiinseilagldaifidseysnu (nferential Statistics) wilaasune
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4

LaEATIIARUANARAAGBIYRILUNaALNTIATE ILANLAg U UTaY AU TEINY

NAN1599Y

M19197 1 kARl (I1uiuau) lavdesazielnuladudiuynna

Uadeduynna I Sewar  Uadwdauynea U Fowa
LA ITYSLI[INT

Y 201 69.6  UfuReu

N 88 304  ldifued 117 40.5
21g 6-101 71 24.6
21-301 106 367 11-15% 61 21.1
31-407 105 363  16-207 24 8.3

41-50 7 57 197 21 Fauly 16 5.5

51-60 1 21 7.3
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Abstract

The purpose of this research was to study the effect of perceived, value,
perceived risk and perceived credibility on purchase intention of consumer for online
insurance in Chiang Mai province. The data of this research collected by questionnaires.
The sample size of this research was 385 consumers who had purchased online insurance
in Chiang Mai Province. The data were analyzed by multiple regression analysis.
The results showed that value perceived, value, perceived risk and perceived
credibility have effect on purchase intention of consumer for online insurance in Chiang
Mai province. The predictive coefficient (R2) was 0.614 or 61.40% with statistical

significance at the .05 level.

Keyword: Perceived value, Perceived risk, Perceived credibility, Perchance intention,

online insurance

unin

| a

UaguulangsfaliidndeadvaegaiugunuunndWudmalilasiadaiiugu

Y 9

719 9 gnduindisumemalulagadelmiied wisanuazmniinugaulalddinuseanJule
981982AIN3IAL57 (Kolpak, Borisova & Panfilova, 2021) msUsuilasunginssuvesuilae

Ty ARITTaNIgURUUNgANsUNIsUSInALAN1sTRAUA K USTUUBaU atlAVAT I

9 U

[
= =

g9UUTU (Chen & Wang, 2019) dmsuuszwdlvedinisnanduuleuisLasugiafasia (Digital

Y

4

Economy) tleduindouiAsugiavesUssmaiiieliaenadesiulnuiauiiasughaoasdsay
WASIR iUl 12 (WA, 2560 - 2564) Tssaiianuanansaniansudstusnuasygialiviu
sensdsuuvasesdsaslaniiunisideslesuugrunsimunmaluladiiaznsznudin
anudusgvesdauludpuuaznisaiiufanssumassegivegaunndagadunsimuiuy
srunidgaiiasannsléanuiuassinue msldineimans mealulad msidouagiiamn
wagnsiauianssuthuldlunnduvesnsannlunssdnduduiedousaufueamn
anadfieliiAnnswauuinnssunaznsUsuldgInssuneszuuAdvaunlfidutade
Fumdeumsiannlunnifiosnseiudnenmmesusumalnglunndu (nsensensads, 2560)
nesudvanIunIsalnIsungszuInvedlaln 19 a'wam'awqaﬂﬁs:uﬂ']'ﬁé??aﬁué"n,t,azu%ﬂ'ﬁmu
syuveaulay LA uund u (Gebert-Persson, Gidhagen, Sallis & Lundberg, 2019) vl
mignuniasguazaaenulainsnsgnindanudiAyuazidnisiauigdeuunism
gansuEusruUsaulatiind Wy (Assin Weth, asyan Toemnn way ngfien asudl, 2560)

Inglamezginssunsgeussiusivesulatl

97



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

nsveUsyiuderiuszuussulaliluraannsia ez L EUUUWHUTILINS
Useiudvadun 3 (w.a. 2559 - 2563) lugnsmansi 2 nsiasuasnaninusbaznisdna
Useiudy NavenetomiensdnfinisusyiuderosussssurIunIsiRIuINTEUIUNITUY

UseiusunudedidnnieindivuanaionazyeanienisndsdmsusiedosiasUsesnvuly

Y =

vioshiu IngnsmuuanaeInsgIuTeInssUIUNsHand T Useiudeiudedidnnsetind

Fustvuana e lunsiiukazmuguAd s uBidnnselindiuunzay @inanu

¥
A

ANNIIUNISAMNUkaTduasUn1TUTEnaUgsNaUseiusie, 2563v) Miatlidatun 15 dguieu
WA 2563 dtinauanznIsunsmiukazduasunisusenaugsiadseiude (aun.) lasen
Usznia 5o9 maUawmedeyaifeaiunsusssdussiudefiaueveiutomisdianvseing
dmsuuTenUseAudis/usendseiuiuadie we. 2563 iWeliusenlunqugsiauseiude
¥ a £ = [y L4 v o a ' 1 a s A et 1 b4
roulamedeyaneiunsussaivssiudeiiauenenutomeBiannsetnddaelissunyu
funasdurudeyanediunsussnivssiuduaraninsaneuiisutoyavasuunsuseiudy
Uszameng 9 19 @dnaueagnssunisidunagdaaiunissenevgsnadseiude, 2563%)
= A a o ! a o o Ay vX ] o a a A O o
FadlusevlungugsiaUseiudenledunsieunsaidugsnssumedidnnsedndviavan I1uiu
107 U3¥w wusduuienuseAudin 91uau 20 UiEM vEnUseiviviade 91w 42 uSn
wazueminUseiude/su1nns S1uau 51 Ustn Fedlnnsaiiugsnssuniedidnnsedindves
a o 3 [ YY) ¢ A ! a s a ¢ Yaa a s a 6
WanduaUseiudvesulal o maausverumdidnnsednd msldismmeBidnvseiing
N1599nnIUsITN ez sualdiSunndyg usyiudy (@dnuanznTIunITIfuLay
duasun1susenougsiauseiudy, 2564n) LHaNA15UIY0ININITUIENITUSTTUHIUTEUY
poulatAaus w.e. 2560 3 WA 2563 NUIITIIUNTUSIHINMTHULRRE Wdailles Tneane

IUIUNTUSTINMALIIWINE L UTEAUAY Fann51991 1

M13797 1 UAMITIENUYBINININIegsialseiuinnussuvoaulatfaud w.e. 2560 - 2563

378013 WA 2560  W.A. 2561  W.A. 2562  W.A. 2563
IuUNTUFII (318) 20,510 221,732 34,219 35,473
IuULeUsEAUNY (518) 8,160 206,531 34,661 37,655

MUIUEUDIUTEAUNY (WUUW) 44,482,583 489,725,375 80,532,235 47,548,730

Deusziusosulnense Wuum) 19,024 248,310 39,550 80,018

a1 ddnauaugnssunsmiusazduasunisusenaugsnauseiudy (2564n)

98



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L M T T S

a Y Ly

agdlsfinnuagiuuszmalneliidngdinumsegiafdvia unuiaunisusziuse

L)

Uil 4 (. 2564 - 2568) MjsiannssuuyseAuddlrianuiun e uazanunsoud sl
lupsugianazdnufdnamewinnssuiazmalulagninsy NANYULEaLUTETUIININTT
Usgiudouazyselovilumsivsesanandes Tnslanzegsdlugnsmansi 1 Wauuas
duasulvgsfavseiudeususuuvunmsandugsfaliaensuanmwindeulnilagdaasunis
Wannyaawng JULuU 383 wasrdndasiiussnsuwsazngudfisUseiuldlaeds azain
yAnan smefmundndusiuszfudefiaenadesiuanudeinisvesuseusunas anudes
e Erdnnueugnssunsmiulavdaasunsuseneussiauseiune, 2564) el
sULUUTe AR NSz Aufafifivainvans nseUdudesmemsnsidndendndneiuse fust
ansaddsldienniuagiliinnsuisiuiigetulugsiausefusts (Gebert-Persson,

o o

Gidhagen, Sallis & Lundberg, 2019; 3598 L1897, @5y lozvann was Nafen AN,

=

2564) 399130813 bAI1NTUsAuARTRenanTueUseAudevesgnAtiuauTowanad

WananelagsiuignA1suanannisld mstendndneiuseiudeegiesdoiiioway Su3in

=

Nﬁmﬁm%ﬂizﬁuﬁuﬁﬂizaw‘émwmﬂﬂdﬁ@jLlfu'a (Civelek & Ertemel, 2019; Chae, Kim, Lee &
Park, 2020; Charton-Vachet, Lombart & Louis, 2020; Purnami & Agus, 2020; Hsiung &

Lee, 2021) dnlin1sdeUsziufnusruvoaulauiinud@swInnINnN1TToN Ut o198 9

= 1

Fenananlaimsiuianudeseinistendnduanuseiudeiinmsiuivesanuliuiuoun

'
¥ U U =2

HUS INAL AN ST aNANA N UseN Ui 8 wans asuseiun ed adldnszuiunsanaulauiunii

Y

HandaaiUsEIANdY o FafuslaadesinnTandendniuaiuagenalivoasdeineiiundnd
UszudendseazdenunniWandaeidu ¢ (Shubin, Hudders & Cauberghe, 2018; Shijun,
Wingate, Zhaoyue & Qi, 2019; Syah, Munthe, Dewanto & Roespinoedji, 2021) FAUNY

A A & oA ) v a0 o i ‘:1' Y I3 =V Yo Y
ﬂ'ﬂ']llu’]LSUEJOEJLﬂu@ﬂwuiﬁj"\mﬂma’]ﬂi}zj@Eﬂ\?lﬂﬂLUEN@'J'EJLUUﬂqiLLﬁWQ@@ﬂﬂQVL@ITUﬂ')']@JVL']'J'NSL"i]

a v v a

TuesAnisgsiauseiudeuasndniaruseiudendudnvaramnuduiusiiaeyhliguslnad

ANLENAdanan U Audsuazliladossanisgsialseiudely 9 iioranissie
nsundewalseleviduslnalunisiianuduasesmudyyiveensusssyd (Lee, Phua &
Wu, 2020; Ozdemir, & Sonmezay, 2020; Hong & Ismail, 2021) FeUadeNna1IuIv19AU
audwasenusdladendadueiusyudeveaiuilnadadunisuanitanisideniddunuas

a & 2 oA , s = o Y & = v o a 1%
usnmsiu 9 Wumidenusnuazilussrusznauniaiwanslinuieninuassndniveqnan
(El Samea & Rashed, 2021)

& @ o

JuriagednidudminndenudAgmarsugishuenniawie Wuaudna

(%

nensanwluniamile AU mInedndinunaINYae NN IuLATEEND hagdInua
yaenseaunsiviuinis lasdinsumalulagidiunyiglunmsvaundnanimnisiiuinisuas

o w A

grunganNaznLiUTETTULazinvieufisn ullsdlulssiudAg Ae nsliaudasnde

99



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

faa o o 1%

TuFAanarnindauliuiuszmnvunsetnvesfienfidunlusmindodud (wdas mduud,
fiys1nsal Auldsntiug, s33uysy WeAwes uay angqui Aulndnes, 2563) svuveeulat
dmiugsfavseiudodnmsdndunsnendniusivssiuiiaonndosiunudosnisves
Alivinssinussuvesulavlfodwazmnuazsinig duafulivs svvuvdednviouiiond
Foamsfiztonsussaiiuszuveeuladld avain a5 S wavautaendy deu
msliusnisiiussuveeulaiwludsddydonisadsnnudetuluauvasnsds wazan
audesiefionssiniuTinsuluimindauldes wiulenndilatinandrasu vilvigise
fannuavlafnuniladedifavinadenisisladodss fusoriussuesulatvesussvuly
Fwiadedmidasduslonideminsnuaiads maenvu uagyarailuiiauaul
TumsUsnougafavseiuds waediidmnuaulaflasdoussiuvussuuesulafesag i
FouszruliinauisuiieudouluuasavsusslovilundnSusiussfusofusafungay
uaznssiueuResns el umuisnUssiusounsdUsenounisandunumagsia

(wunud Laah, na1n1s WeRnanuun way WAAs Aduwi, 2563) liaunsaiagesniuy

HansduaUsriudeldegrmanraneuaznsaiuausesnsves@aUsEiulauIngn

IUIZEIAVINIGIVY

bl ! A I

\eAnwdnsnavesdadenisiuiamal nsfuianudes msiuianudneden

Y9

danasianunslageUseiudenuszuvesuladvesuslaaludmingeduy

a %
FF3IUNIIUNNYIVDN

AUAIlATD
5 dgl’ [~ PR ¥ [y o Y Y a a = Y
anunslageidunseuiunsiinedesiumssuivesduslaanivsueniisninusfeliy
wazivanevesuilnaasifennandaeilugisiattanainils (Al, 2021) lneaunslage
a X Y] ada a o ¢ Y A & Y a Ao v
NadunnInnsiliruafasendndunvesd uslnauazanudulavesusinaniisenisly
HAMAUNTUATINHIUNT (El Samea & Rashed, 2021) 191l Kaur & Bhardwaj (2021) na@1231

Y

anuaslagenuneelunisiientendniuivedusiaandued fuduusivainvaiey

54

97 AaudnwsvemEniae Yesmsdndvieuasdndmute ewienelannmslindn sl

o w 2

Turues vaSvn T9ASINENa wag U1asi auly (2563) wag WIARS AITUWA 2, NYS1A50]

a

auTdaniud, s33uyey WodMed uag gnowl) Aulndves (2563) danuwiuiidenadadiuii
AUAIATDLNAN DUSUIUNITTORNANA UN IV LAUNNNTAANPAIUITANINTUNLUTHATUN

Al a Y o A a o ¢ Y a | & & & .
mMInaaLivelaTNas 9NN NARaNEA i vesEUT LA UANNASlATE TIUNS Trabelsi &
Mbarek (2021) ld@liiiuinanudslagevesuslaadudunsuanseaningAinssunisted

1%
=

vawjuslnanihludanuasindnisendndua nfindundwduauseasuladn anusslate

100



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L M T T S

=

Jumsuansesnveajuilaaildfivszdiundndusiwaznislduinmsnnudndueidu 4 ud

led ! a v L3

AnAuswela SviauaRNAfonan A aIuazeIRnITIEINalAANNITLAAIDDNNIINGANTTY
Tusasnrsteduauluasasaly
n135U3ANA

n133uiAuA1 nuneds n1snuilaalasudeyaneriundndusiuaznisinig

Y 9 Y

WNenudiaglasulseloviannnistdenasn1sldnandae (Jianli, Liying, Wei & Min, 2021)

FaRUAYRINENS TTRY FULUUVRY ANENUR AUNNHERTM Auweie JUANwalfivAy
lngnseaniuuNanduginlessauseloviiasanailugunewegna (Molinillo, Japutra &
Liebana, 2020) Tuaue?t Tran & Vu (2021) na33nmssusAen vianeils Fmindunisusiiu

assausloviluinindugivasgnAsiunisiseuiiieusenineduyungnAfesdn guagas

Y

D.

¥

fldsuannstendnsusiawiadunsinmudunausslonifignéldsu aenadasty
Kervenoael, Schwob, Hasan & Ting (2021) ﬁlﬁa’%madwmﬁuﬁé’m@mmLﬁuwamﬂmiﬂimﬁu
yosffuslaniiinannsldsulselovivemdndusinudeyadile Sunazannslindnsioei
wazdululuiamaiendu Meseguer-Artola, Rodriguez-Ardura, Ammetller & Rimbau-Gilabert
(2020) Wlfiaueinanain mssuiamrduinanmsiguslaeldfmiuanumneandoys
L.Lagwaﬂizimﬁmmmﬁmﬁmsﬁuaw:iﬁimiﬁauawawiaﬂﬁ%’u%aﬂafu 9 WAWINNMSAANNINY
yoseyauindunnudadilannussaunsaififdestuimdadug 9ndreiu awnse
asuléin nsfudamen Ao mssulszaunisainsldnulundesasiviouinisiandudald
wagldannsndudesld il enauaussionmdssnisuesgnin InefignAndinisusidiy
osnUstlovivondniusiviouinmslasmailiouiisussmnsuuiiaieenlufuaueiidu
nausslenilne o nénmuisnAwondadasiiy q fadonnmumussunssy wui

14

mssuinaaniidvinadonuitlate (Fundify 1ssaning, qiunst s1uues, fan1tad
d1978y waz 1910501 wialu, 2564; 23A31 eloy, wiygh witeiting wazusissa wulve,
2564; ATME NEATEY WAz NTINT WYdUR, 2564; Civelek & Ertemel, 2019; Chae, Kim,
Lee & Park, 2020; Charton-Vachet, Lombart & Louis, 2020; Purnami & Agus, 2020;

VA o

Hsiung & Lee, 2021) {338 nunasufigIunside fall

H1 nsuiaurnidnsnaseanuasladeuseiuduriussuuseulatvesuslaaly

Faioaeslul

v oy =
QUERTFGPRFIEEN
mssuianudes vinefia msdassdeuteya mIsssywasn1sitavesnuliuiveu
9MNNSToLarNTITNAn ATl 9 Norvdinaniuaunelszaunisalannisdorasnisly

AR uTIAT 9 (An & Sun, 2021) Tuveusd Molinillo, Japutra & Liébana (2020) na1@3ain

101



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

Auindn uazauAaudunLazaureaduslaafidsedindnduriimiuduiusse
N1535U3 Aud saves uStaai asdndulaldnindueisely Geasnadesiu Erubami,
Bebenimibo & Ugwuoke (2021) Mnd1331nsiuianudesdemaidaauiasifeuinildeniny

Wesluuazn1sandulatevesuilam sl Guido & Mileti (2021) a5urgdnsTuiAUEeS

[V
Y o

NNsLaENIsTaNand kA UIN1TeaulatvesgnA LT LR AULWINIINITT YA Y

Y 12 a

Uaaadeuaznsiiuteyadiuiivesgnaiiiesdnisgsnasesdnnisiimangay winesdns
gsnalinsuauetayaradndugiuarusn1Teg19nTU LI JUslnAssuiAuLEes
mensiwazmsPendnsamitu q Tussaufisn [Wulvluiamadeadtyu Chen, Yu & Gao (2021)
Inamnssuianudesdinasienisadagenarnsiindndumnuarusnmvesusing lngane
1 a [ IS ] Y @ v YAl = o v = 1Y a v
aggansshvanududiuiiludssiiuteyavesiuilaaguindnaneiumsdame teys
druupralageIAn1sgINIResu JURnLLUIMINBINgrisLas s luuTeUsAURg1ATIATA
gondmaliminnissuimnudesiian mndrsduanusaagulidn mssuiannudsddaindu

mi%'ugyﬁammhiLLuuauiuﬂﬂi%’ﬂwwmmﬂaamﬁs ﬂmﬁu%fﬂm%’agaﬁauéhLLazmvaaisi'fmLf\m
o vl a

AsuTuYeIdeyaniTenIenliuInslasy ludanulifianelauasligedusmielduinig

Y

e e

[
=

nlasuimnudssudinifntuneluanudavesustaa wasilidnsansevulukdauiininlug

¥

anudsanazlinelalunisidendeduduu q NIUaINNITNUNIUITIUNTTUNUIT N135U3
A aa a ] & & a ~ & ~ o £
PEeNIIBVEnasrianuAdlate (Nsauw wauauden, 15017 v uae fslng AnRganeana,
2560; venil YUsEys uay winsTad Usedndiung, 2561; aumaing Yy nsiasey way a13ug
nasivide, 2564; Shubin, Hudders & Cauberghe, 2018; Shijun, Wingate, Zhaoyue & Qi,

2019; Syah, Munthe, Dewanto & Roespinoedji, 2021) §33839MNUAGNNAFIUNTIY

ail
H2 msSuiaudessdiavinasenunslateyseiudeiuszuueaulatvewuslng
Tudmiowealny

Y =
n135u3AULYRde
nsfuianudndetie nunelis MsuanteendenuaNTaNTouarlinnglase
HARSuTLazUINTTR UTInATIBeAN13gIRAYLaNe (Jung, & Heo, 2021) 141l Costante,
Hartog & Petkovic (2015) t@ua31 N13709An15gsNtauaLaziandbiiiui10IAn15330 9
a & P Y A o ' a )
weneunazUndesnalsslovivesgniwazuilan surensliiandanunnazionsnie

v o

W3suanAwasl uslAAazaunsaas 19 lianmkazi ustAAsuNs1uTauandnankalily
Y Y Y Y

Y
Aauauiaduyuuenfneesdn1sgsiadstisananuliwieulungfinssuuesg ndn
wazdusinaluauian luvauei Bitkina, Jeong, Park, Park & Kim (2020) e5ungfiaunuimng

o

uinuigeieinfeseneumeaualitauslunsufuinistaiwaSudsednsam

102



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L M T T S

1 o

N13ATENTNFABANNYATITU UAENITHANIDBNANMUNTBUTIVL SURRAYOUTDIIANTTNLsiDgNA

FeagdaalignArsudeyasie 9 :nAanssuiesdnisssiaufUiauazdwmalignainduanld

LaEnNaUING a9 uanantl Singh & Jasial (2021) dldlauainmuyndeiievsiinuilognAn

'
(% o v s

fianulinalasie esdnsssfanladueundniuannasaivmdyyiniinugneegamngay

(% L3

wazdanuaiiatedenisinwidyarlunsdaweundndamiagiilignaianiindndo

& o 1 A A = Y a 1% = o Y1 1 A A @) ! v o w
u‘lJiJﬂ'J’mu'WL%@ﬂ@“éﬂﬁ’mﬂiﬁlﬂLﬂ6’1F’]’NNI’J’J’NI"U"NUUIWJ’]F"l’ﬂll‘li’]LGUE]O@LUuﬁ'Ju{jGD‘UEJﬁWﬂiU

>

ilsfgdwalunisvenegiugniuazinnsuendevesgnAilusunan andrsfuaansaasy
161 anuidededeifunsuanioenisnsiuvesgnaiiiinnulingdeiifdessdnisgsfa
uazsdndnsilunsundemalszlevinagliio$aenuisuiuslnadardsmatisananlyl
winevlunmsdnduladendnturivosgnéluasedinly wardseliosdnagsiaysiuiioy

SnundyalunsdweunindusiungnaregrelivssansamauinlignAnslanaznduunie

a v I = a 1

waylinanAuaign MatannsnunInIssuNTIunNUIY M3suanuineielisnsnaneniy

falad

s

o aa = [ a a a s
RAIATEEY Wae WU AaRIEn, 2562; UNannNg sz,zquﬁwszy, e d1393

(% 6

B (WININY
nasiv¥Ivy, 2564; Lee, Phua & Wu, 2020; Ozdemir, & Sonmezay, 2020; Hong & Ismai,

va v

2021) fATEIMvuAFINFFIUNNTITY Aall

a 1

H3 nssuianuideliefiansnadennundladeoussiudeniussuvesulatves

Austaaludamiadein

NSOULUIANIUNITINY

A1SSUSALLAN
Y 9 \ Hl
Y% = \ ‘%”1 &
REHTFGPRHIE TN H2 AUAILATD
—
nssuianuieie . — H3

AN 1 LEAAINTDULUIAANLUNNTIVY

103



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

@ rrsnnnenneunsunnEaERnEnnnnn e
sedgulshun15998

YY)

MsITeidunTedain IsvesBonsedouiinsidosd

Useunsuasnguaagng

Uszennsfildlunmsfinuedall fe dilmedoussiufonnusdndssiusy wasiuny
Useiusrinuszuuesuladludain@odml slslannsansiusaulssmnsiuduould daiy
nsmruArInAI8E19l9ans W.G. Cochran (1953 81sfislu alua Asniun, 2555) f5zeu
audeshuiifosay 95 Fdldvuunanguinegsduu 385 fees Tasvhmsduiiedns Tnglald
wane L9zl (non-probability sampling) Ine3Snsdusegrsuuutudey (Accidental
sampling) InMsidenamizdfiasdeUsziudoanuisnusetute wosdunulseiusde
Wuszuvesuladludwindedmiiinnedeludmindoddnl auldegrsasunusiuiud
uald

w3nsiionsdse

a o & Ao v I3 A oA I3 v Ya o W Yo
ﬂ’]i’Jﬁ]Uﬂ'ﬁQUIGULL'U‘Uaa‘Uﬂ’]@JLUULﬂi@Q@J@IUﬂqiLﬂUﬁ’JUi’JNGUE]ﬂJ“ﬁ I@EJEQ!’J"\]EJVLWV]’]ﬂ']i

av a a

NUMILITIUNTTH LBNENT UNANULaEATemNgtaniunAaguliine1deud3edun
2/ ) [ ! A ! A < ¥ Y
asadunuuasuniy Tnsuuvasuauwiady 5 dufe diui 1 luwuvgeunudeyaily
wazdeyadiuyrnareajuilnaiinedousyiudenuszuvesulay defmouiuwuunniadey
578015 (Check List) $1131 7 U0 Lok Usenaumy 1nel 918 @a1unInausa seaunisane
g9gn 213n uavsneldaderawiou wavlsuanUseiuduussuvesuladiiinede dud 2
geuauieaiudadenissuinmuen T9wau 4 4o 1Wumsianuududiuanns (Ordinal Scales)
TgunsduUszunaT (Rating scale) 5 s fip 5 Su3uniian fa 1 Suiteedian diuin 3
aounufien1ssusANLAss G 4 9o 1unstauuududunins (Ordinal Scales) 14
WnIIEIUUTEUNUAT (Rating scale) 5 56U Aa 5 Susuniiga fe 1 Suilesdiga dun 4
= v Y 1 P o ¥ 3 (% YY) .
aaunuiensFuzaugetie ddwau 4 Je Wumsianuududuung (Ordinal Scales)

o

Tumsrdrutszanann (Rating scale) 5 5¢du e 5 3ufunniian fe 1 Juitiosdian waz
d2udl 5 @euanuisnuadlade dsiuau 5 98 WunsIauuususuLIns (Ordinal Scales)
Tdunmsdussuua (Rating scale) 5 5edu A 5 Aaladouniign e 1 dsladetesiian
WIHLUUARUMNEIUT 2 B9 5 a1nnuTEanaATeTiAstes (Civelek & Ertemel,
2019; Chae, Kim, Lee & Park, 2020; Charton-Vachet, Lombart & Louis, 2020; Purnami &
Asus, 2020; Hsiung & Lee, 2021; Lee, Phua & Wu, 2020; Ozdemir, & Sonmezay, 2020;
Hong & Ismail, 2021) Tneninuvasuniull Try out funguiiidnvaziiuieiunguiaesis
F1u7u 30 AY wardsIzEmAUE s uud R si A duUsE AnS anduiusaes
AouLsn Tnsuuuaeunuildlumsisendsinadussavsanduiusuosmeuunia (Cronbach's

Alpha Coefficient) 52313 .855 &4 .922 Tnevisatiu Wiy 943 uansfansnad 2

104



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

@ rrsnnnenneunuunnnuERnEnnnnnn

AN5199 2 LaRINaAAUUSEANSANAUNUSYRIADUUNSA

AuUs AduuszAnsanduusvasnauunin
n33u3AnA 889
ns3udanuides 855
ns3udanundeie 859
nsaduladeussiufvrinussuvaaula 922
nsiuTIvTINtaYa

Frsfvnunudeyadmiviuitvedsliiselinafununudeyaundsdoyad
THluns3deildinan 2 unds Ao Foyaugugil (Primary Data) §3diiuriusiudoyaan
wuvasuanulnsduiesdan 385 518 Lesnanunsainmsunsszuinvedlsain
ola¥alalsun 2019 (COVID-19) FideTsinaifuuvasuaukiuszuuooulal Tngld
Google form semInudpUiuEIEY 83 WeAAINEW w.A. 2564 dmsudeyanAegil (Secondary
Data) §3deiAususndeyalnonisfnuduaiainmgud enans uazuidedifeidesan
e Asfiuindnms waganuide

nsATEideya

% a

dmsukuvasunudIun 1 {398l nedeyamieanud (Frequency) A1segas

(Percentage) dvSunuvasuaNdud 2 fs 5 §AdTinnidoyase Aade dudeavy
11751y ArAales Arrad iemsiraeunsuanusUnAvesteya dmsunisnnaey
AUUAFIUNITITEYIINTNIAADUANFUTUSITLAUATS (Multicollinearity) A98n1531AT189
andunus N13N91AT VIF kagAn Tolarance NauviiN1siAsIsnauufgIun1side wasyi
NTIATIENAULAFIUNITITEAIUNITIATIENNITANDDENYAMAETT Enter (Enter mode

multiple regression analysis )

NAN1599Y

o |

NTRUITEAIANITILAD LeANwBNInavesdadenissuiama n1ssuiAm

Y 9

= v Y 1 A A A 1 g./j dqu U v 1 4 Y a
5HN ﬂ’]iiUEﬂ'ﬂ’]&luqL“UEJQEJ‘VIﬁ\‘iNaG]EJ@'J']&IG]\‘11’%]"21@ﬂi%ﬂUﬂ‘EJN’]‘L!i%‘U‘UEJEJUI@U?J@QQJJU?IQ@IU

Jadadeddu JRdeldudinsinavenanisideeonidu 8 diu fe nan1sinszidaya

[y

luuaztoyadiuynnavesiuilnanedeuseiuderiussuvosulal namsinseriseiu

[ '

MIFUIAUAT HEMTUATNTEAUNSTTUTANEL NaMTAATIRTEAUMSTUT AT D

HANITILATIENTEAUANNAIATD HANITILATIZVNITULANKIIUNAYRITOYR HANTTILATIEY

ANNAUNUTTENINFIMYT HANISVPFBUALLAFIUNITINY T18aLldeARIl

105



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

4..l..ll..ll..ll..ll..ll;.ll..ll..
a ¢ v o v ' Y a =] & o o
nan153nszitayaniliuazdoyadiuyanavasfuilnaiinedeussiuderiu

seuuaaulal

M19197 3 UananTiaseveyamilukazteyadiuyanaveruslnafiaetouseiudy

Husyuveeulall
U Sovaz
Ll
gk 201 52.2
AN 184 47.8
394 385 100.0
218
20-301 251 65.20
31-40 3 80 20.80
41-504 44 11.40
111n31 50 U 10 2.60
394 385 100.00
07U
lan 289 75.10
GG 78 20.30
ERRIERRIRE 10 2.60
Bivssauszyanunmn 8 2.10
34 385 100.00
SZAUNTSANEN
UseNANYINDUAU 6 1.60
HseuAnwIneaulas/ae. 9 2.30
INTFATTRVATR 17 4.40
Usgyges 335 87.00
NIy n3 18 4.70
394 385 100.00

106



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

M19197 3 UananTinszivayamilukazteyadiuyanaveuslaafiaetoUseiudey

Huszuveaulall (sa)

U fouay
1IN
WINIUUTENLENYU 109 28.30
NINIUSFIAUAR 55 14.30
Fus1vnIg 81 21.00
§3NEIUN 128 33.20
WoUu/wU U 6 1.60
Ju 9 6 1.60
394 385 100.00
s1ela
10,000 - 15,000 uwn 46 11.90
15,001 - 20,000 umn 143 37.10
20,001 - 25,000 uwn 35 9.10
25,001 - 30,000 uw 49 12.70
11AN31 30,001 U 106 27.50
Selaifisnelmuveinuies 6 1.60
394 385 100.00
Uszinvaensusssauseiuny
Usziudusnoud 264 68.60
Usenunuguame 131 34.00
Usenunugunmn 105 27.30
UszAunIsiumg 93 24.20
Useiuiin 64 16.60
UsgAiudunsng 8 2.10
3u i 1.00
394 385 100.00

31n15199 3 auladn Juslariiredeuseiudeainuienyseiudowasduny
Usgiudoruszuvesuladludwindednl dwlvgilumanedniuiesay 52.20 oy
581379 20 - 30 YAndufevay 62.20 anrunnlanAnduiesay 75.10 aunsfnwiseau

msAnwaEn Ao Usayaws Andusewaz 87.00 Uszneuen@ngsivdiusifaluiesas 33.20

107



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

fseldvaiiouagfiszaing 15,001 - 20,000 vinAndudosay 37.10 drilvgdensusss]
Ussinnuszrufesosudinniian Andusosay 68.60
HAN1TIATIENTTAUNITTUSAA
siumMssuinmsvanguuilneiinsteussAufoanuivnuse fufouasiuny
Uszudvrnuszuuesuladludmindedilunmenidiedeniiu 4.47 Saansdiiui
n33usauAeUsEiusefid enussuueaulal eglussduiniian neidefinnsanly
swandon wuiidreuuuuasunuldtunsussnivseiufeiideruszuueeuladlian
AunsesnsounquANIAssfnunNdeInsiidladsindy 4.57 sesasnde nsusTel
Usgiuseideruszuvooulavidundnsusivesuisnuseiusefiidododugsasefuste
firadewintu 4.52 naussaiUseiudefiderussuuesulafivimadussfuseiiasudiu
Fausnsdeusziufomtissiunaoniunisudaaaussiuianadewiity 4.08 nsussss]
Usgitufefideruszuvoaulaiieuazainavisdiedenislduinisdanadoiniu 4.44
wagnsussaivseiussiiterussuesulaiiinandeussfufofiduaumnzantussny
yesUsziufoiidesns Sanadowiiiy 4.32 auddu
NaNTAATIERTERUNTTUSAALEe
sgiumsfuinnndssweinguiuilnafinedoussfufsanuisnuseiudouay
Funusziudorinszuueeuladludmindodn Tunmsmdanedowiitu 4.42 Jsuans
TfuinssusierudsmonguiuslnafinstoUssiufoanuisnissfusouasiaun

Useiuderussuueeulad egluseduuiniian lagideiansunlusigasidon wuil gney

[
=

wuvaeuaudulngiiseaunisiuinsusssiuseiudenenussuuesuladiudssuunis
Tusn1snazaInsIas lun1sAns aUs2a1LuIULazUSNITRaan 24 Falue deadewintu
4.52 5998911A8 NsusITIUSENUN T oM1uTTUUBUlattuaNNT 0Nz vBLAaNI LU TS AU

Y < o a ¥ o [ a1 N @ ¢ v o A
1@LG]@JT\]WU'J‘LW]']NL\‘]EJUl“ULLﬁ%GUEJﬂ'WMUWIUﬂQJJQJﬂ LAMRAYNINUY 4.51 NTUTITUUIENUNYNYD

'
v v a & v v a

Wnuszuveeuladtuuignuseiudendudwemdadarivseiudednsiuinyideyarnudu
Y & 1 a A N I 3 o o ad ! ¢ &
vosgnAluedad danafeniniu 4.46 nsusssluseiudenvesuszuveeulattuaiuise

(Y IS

Naglvnnuduasosunudsliludyayiuseiu TAnademiu 4.39 nsusssluseiudiende
H1uszuvesulauiulasun1sAuasesnanitiiad suiunster ufm WU sEiunIa et
Usgiudeianaaewinnu 4.34 LagnsustsduseiuneiFenussuveeulautuiiideUseiude
dl dl = U U U a0 dl ! U o U
Mnzaudloweuiuulssiuludyadanedewindu 4.27 audeu

HANTALATIZATEAUNITTUSANMITDTD

U U 1% 1 d‘ A U v a dl dgj o U a o U U

sEAUNTSUIAMULIRRavaenguuslnainetaUsyiuduanuTEnUsedudy

wagmunuuseiusseussuvesuladludmindadml lunwsudaiedswiniu 4.38 Fauand

Titudnsgauanuinweiievenguiuslaainedeusziudeanuisnuseiudowasduwny

108



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L M T T S

Useiuderuszuvesuladeglusyduuinian lnedefiasunlusgazien wuii gney

"y !
1% v v A a v aa

wuuaeuauaulnginissuiusenuseiuiendensusssiniusyuueeuladtduduusonind

Y

' ' (%
o A IS =

a Y ) P 1 v A a v v o ad
ﬁ?‘ﬂ%%%‘lﬂ’]ﬂ\iﬂﬂﬂﬂﬂL‘U‘L!‘VI‘LJ’]LGU 019 UARAYLNINU 4.53 T8989U1AD UTYNUTLNUNLNTD

a v dad o

niuﬁ'ﬁﬁmmzwaaulaﬁﬁ?ulﬂumwmmaLasmLLazﬁﬂisi’aﬂ’]iﬁi”n,ﬁuqiﬁwisﬁ’uﬁal:fJu
sveznafionunduiilindas fenadowintu 4.35 vdnussiudefiviiugensussalinu
szuveaulavituuisniimsfinnunisudedeyatmansodvasianadundnfusiuazuinig
fing q Tidresennudla danedewindu 4.33 warustnussiufefiviiudensusssiniy
svuvosuladiuiivleduasdemnsdoansiuuidnuusyuvesulaviininudasnsfoan
nIEUINMININTINTRYAUUTTUUABNTIWES TAuadnviiAy 4.31 amandy
NANMTIATITSZRUANURT A TD
izé’umméjﬂﬁaﬂizﬁ’uﬁsmuizwaaﬂaﬁﬁum;EU%ImﬁLﬂaJe??aﬂﬁzﬁ’uﬁamn
UitnUseiussuasiunulseiuserussuvesuladludmindednl lunnsudaiade
Wiy 4.49 Faandidiuindssdumnuidlatoussiufoiussuuooulatvesiuslaniiag

FousziudsanuIgnuseiudowaziunuuseiudeniussuvesulal egluszauuiniign

=3

lngilafiansantusigaziden wuin greuwuvdeunudlvgmniianuianelasondngdon

a o v v d'd’lj 6 Y af ¥/ N [ 1 ya a1 = [
GUEN‘UTEWI“LJi%ﬂlmEJV]‘?I@ﬂiiJﬁiiiJEﬂUiIﬂﬂWi@NVlf\]gLLu%‘LJ’]'U@ﬂG]E]mﬂsﬂﬁ‘lm UAwaagmIny 4.55
A L3 Y v d'dy Nyva Yo dgl’ LY LY = LY v o
ERMNGNRIGI) ﬂillﬁﬁillﬂi%ﬂlmEJ‘V]“EJ’?]‘VI']ﬂZJNVIE?]ﬂﬁUI"\]‘UE]UiBﬂUﬂEJ‘Ui%Lﬂ‘VIL@]EI'JﬂULLﬁ']ﬁ]SLLUSU’]

Y

v v

FSnsaeUsyiusenussuueaulad danaduwindu 4.51 wasiilatiuseiussuseunniiendu
(] a o r-:qu [y 1 r.:’lj [y fal v a =Y [~ P &J
wisieusEnmnsandeuseiugnnindedseiuvesnsusssinguslaniesy Aazdeuluae

Usenungveauseniug Jaeaewinnu 4.41 muainu

NANNSAATITINISLANUIsUNAva oy

Y

LY va o

Aewrihn1snageuaNNRgIUNTITY I38lmnsnsivaeunmsianiasinivesteys

v 1 LY

WUIMUINTTUIANAT MUUTNTTUIANUES FuUsnsSuiauu@ene uasduls

Y 9

ruRdlareUssiudenussuvoaulatvesusinaludwindedvy denadesening 4.38 - 4.49
| = | | o A I a " = !
dulBauuunInggIueg sening .47 - .55 Fadleliiiu 1 uansirdeyainsnszatgAnunan

(Uaywl ASaven, 2541) A1AULALRYIENING - 712 - -.148 FadlAlaiiu 10 wagA1AUd

aYI¥Ning .75 - -.33 FaflalaiAu 2 uansliiuindeyaeglunaeifsensuld (kline, 2005

Y

& a

9198ly WdAS Arduum, Wsnsal GuUdewmidud, sysuysy Wermes uay angui) Aulnsves,

2563) 518aLLDUALANIAINITIN 4

109



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

A13199 4 LAAIHANIIATIVHBUNANITATIAABUNITHANLIIUNAVRITYA

N = 385
fiawus x S.D. SK KU
ns3uianA 4.47 55 -1.137 345
nsFudauides 4.42 52 -1.084 708
n1s3uiauindetio 4.38 47 -634 144
nsinduladausziuferiuszuvesulay 4.49 52 -.980 511

NANISAATIZWAMUTUNUS TEUIN9A YT

MsnsRFeUAMd LS Rd eI Femamandusyavisanduiusveafiosdy
(Pearson Product Moment Correlation Coefficient) Nan153LATIZANUIN ﬁ’JLLUiLL@faSQj
fauduiusmaunegsiifedfynisedanisviu 01 Saduussavsanduiug () aEjI¥Ning
508 - 851 wandliiiuindnvarauduiusvessuusiauadumuduisidadunss us
SloRasaninausiiindduussavduiusseninaiuds duusmssuianmen (Pur va) fauus
ms%’ugymwm?im (Pur i) ﬁ'al,mims%’uimmﬁ%%aﬁa (Pur_tu) wasauUsarusalateussiue
inuszuuesulatveanguuslaagustnaluimindedy (Pur_in) IReudumiussieeiiu .60
Fe01aaeiifudsunsidfinelfiAnd ymanuduiudsaumdaduns e (Multicollinearity)
Faiugideininnsiinsiesian Tolerance A1 VIF (Variance Inflation Factor) Han 93ias gy
A1 Tolerance 0gj5em119.224 fia 345 axnndn 01 uaze VIF egjsewing 2.902 fla 4.461 B
Taig1lnd 10 (Hair et al, 2010 9198 9lu WAAS AULAD, 2560) A1 Cook’s distance U89
Foyaildlunsiiased ogszning 000 fs 063 deildniosnin 1 agulfinlifinnaiinynd
yosteyaildlun1siinsizsi (Bland & Altman, 1996) dwmiuimnuaanAdouusazA Ly
Saseiu (Autocorrelation) §5#915841970 AN Durbin-Watson el 1.924 Tneilreglutas
1.5 fia 2.5 waneandanududasy liinadgymdudsdass danudunus nneludies
(Autocorrelation) (Armitage & Berry, 2002) Sauansliisiuinduusiamunlineliaalamsau

Wandunse wasdudsiaueiianumngaunasihluinneinsannesimausely

ANS199 5 WARINANITASIIADUANUAUNUSLTUEUNTIVDIFUS

Pur_in Pur_va Pur_ri Pur_tu
Pur_in 1.000 .508** .650%% .755%*
Pur_va 1.000 .851%* 758
Pur_ri 1.000 794%*
Pur_tu 1.000

Y

NaEme ** e Sdedfgneataseaui .01

110



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

@:rrrmssssnsssanssnnnannnnnnnnnnna)
NANIINASBUANNAFIUNITIY

1%
)=

AeuviMmageuaLNAgIUNTITe fIdulafimuasUkuaunisaal

YPuriin =a+Db Pur va T b, Pur it b3 Pur_tu

i {

HANTIATIVINTaRneden TaethduUsdaseria 3 67 An MsFuianaT (Pur_va)

a

N133usAIELS (Pur_r) kagn13iuiAuugeie (Pur_tu) smadaudnsnanilneainy

N

nslageuseiusuusyuveaulatvewruilnaludwmindeddvd nan1snaaeunuii n153u3

Do, @

ANAT (Pur_va) dAduUsyavisvessimnensalluguvresnsiuuumng -.359 uay Adulseans

[y

amaeenvgailugUaziuLIAsgl (B) Wiy 379 eehaiiudfgmeafifisedu 05 Jeweniu
auuAgIun 1 (H1) msSuimnudes (Pur_r) dendudssavsvesimmennsalluguvesaziuuiu

WU -.389 war Ardudsedndannsenvanluguazuuuuinsgiu (B) windu 392 lnedl

'
a

WudAyneadiAnseeu .05 Jegausuauuigiui 2 (H2) Mssuianudnaede (Pur_tu) da7

a

duuszAnsvesimensallusuresasuuuiuwingu 802 uway Aduuszansonneenvaaly

]
o w =

sUAzLUINATEIY (B) Windu 731 egrslldfudAgynisaliansyeu .05 IsweusuauufgIun 3

(H3) Tneila1medt (a) winfu 863 Senduusyavisandunusnm waM (R) Wiy .784 JANduUsEans

N15uIY (R?) AU 614 wivesesaz 61.40 ag1iltd AN Nanfansedu .05 suazLdun

LEAAIRIAITIIN 6

A1519% 6 LLammami‘ilmwﬁmimaaal,%aww

fiauusan Pur_in

fiauUsdasy
b SE 3 t p-value Tolerance VIF
a(constant) .863  .157 5.497 .000*
Pur_va 359 .059 379 -6.045 .000* 257 3.885
Pur_ri -389 .067 -.392 5.813 .000% 223 4.488
Pur_tu 802 .059 731 13.498 .000* 345 2.899

R=.784 R’= 614 chhange =.611F= 202274 Sig 993 F =.000
Durbin-Watson = 1.924

v o w [y

naewme * nuneis ddudAgneadansyeu .05

111



MFAITIININTAAALAZAITINNT WnINaemalulagvienas ﬁJU‘lﬁ

7 9 atuft 1 unsiaw - Dauneu 2565

<lllllllllllllllllllllllillllllll.

Y]

NENTNA 6 AXNTOUMWANTIATIVaYAN T UaNNITIARIT

aﬂﬂqﬁ/\lﬁlf]ﬂﬁﬂﬂugﬂﬂguuuau
YPuriin =a+b; 359 Pur va t b, -.389 Pur i T b3 .802 Pur_tu

aun1swensalluzuaziuLLImTEY

YPur_in =a+ by .379 Purva T b, -.392 Pur i t by . 731 Pur_tu

d3UNan15Y

[

IINNINAFRUANNAFIUNTITEANNTaTULATT N13FuAmA MISuiaudes

Y 9

[ £ 1 A A Aa a 1 :j d%’ LY [ 1 L3 Y Al
ﬂ'ﬁi‘UEﬂ')’]ll‘U']L“UE]ﬂallE]‘V]ﬁ‘l/\l'ﬁ(ﬂE]ﬂ')’]ll@QI'R]GZJ@‘Ui%ﬂﬂﬂ?;lNWU?%UU@@UI@N%@QI}J‘U?IJ\@IU

1Y

Janindssind InsgausuanuAgIunIsITeNIvUA auNAgIUNITIFeN 1 (H1) mi%’u%fﬂmﬂ'w

M@WﬁWﬁm@ﬂiWN@ﬂﬁ]“ﬁ@ﬂi“ﬂUﬂ s;lmua“uuaau"l,ammm vslaaludrindesivg llﬂ']ﬂiiﬂi”ﬂ‘l/lﬁ

(% aa

anneenviaalugUaziuanasg1u (B) winiu 379 egriliudAymeadifinsedu .05 auuigiu
meAdei 2 (H2) mesuimudesddviwarommsidatoussiudeiussuuseulmivesiuslan

Tudmindedlng mehé'fuﬂizﬁw%amaawmmiuiﬂﬂzLLuummgm (B) winilu -.392 1ag

QQd v a

NvdAgynananszaAu .05 tay aum%mmsww 3 (H3) n1sfu3mnuigenedianing

1w £

mammmﬂwaﬂi“ﬂunwmawuaauiaumwUﬂﬂﬂlummmmﬂm' Ja1duUseans

o v

anneenyAnlusUAzLULINATEIU (B) Wiy 731 egreildudAgyvneaia sz .05 la

G]’JLL"U“UalIﬂﬁ:LIﬂ’]ﬁﬂﬂi%ﬂ%ﬁﬁﬂﬁﬂWUﬁW‘l@@m(R)L MU 784 dAduUszansnisvinug (R2)

o w al

Wiy 614 viseSesas 61.40 pgailuddunnsERansEsU .05 LARIFINTNT 2

o

N13IUFAMAT — 379% R? = 614
v o ARl
MITuiAuFes L 39x )

/

nssusmuLdeie 731%
i} /

Y [ [y

nanewme * e dduddynneadiansyeiu .05

AN 2 LEAIHANITIATIERALLAFIUNITITY

112



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

@ rrsnnnenneunuunnnuERnEnnnnnn

aAUs19NaN1sIvY

NNINgUsEaIAn1TIdefe WeAnwdninavesdadenmssuinua nssuianudes

nssuianuldeiiendwmanannuasladeusyiudeniussuveesuladvesiusinaludmin

1 a 1

Bedlval wagnan1sfnyinudn MssuinuaniiBvswasennuddlateUseiuderuseuueeulal

1o

voajuslaaludwindednl dendulszdvbanasengalugUaziuunasgm (B) winiu 379
ag1aildudAgynsadafiseau .05 awnsaesuieladn Weuilardeuseiudeniussuy

soulattukuslnasuInmaUsElovivensusssiuseAudengonusy vuosulawitlinig

" Y

ALATOIATOUAGUANUAEA BANUANABINITVDINY FUIDHAUTElemivensusTIiuseiusy
NoruszUUoaUlat I UTNIATUUTEAUA BANY 9 NATUDIUA AT aUTEAUA BT TERY

MaaAIUNTHIIANYTTARAlUNSIAALLAzIoRuYSEAY SutaraUselovivesnsussed

'
v v A

UseiudengeruszuvsaulalindsandeUssiudenduaiazmunzauivussinnves

Useiudenaudenis Suitwauselevdvesnsusssduseiudendeniuszuusaulaiin

[

~ : ! Y a - ¢ ¢ v o oad
Mﬂ’g’mazmﬁﬂﬁv’]ENWEJ@E]ﬂ’]ﬂ"UU‘JﬂTﬁ LLagiU§§NNaﬂigiU%Uﬂ@QﬂimﬁiimﬂigﬂUﬂEJ‘V]"U@N’]U

3
szuveaulatinundndusivesuTinlsefuseiideidedungussiasefusy aonadasiy
NaMFITeue Junsiigy a53ansny, aduvs duiumes, dandad dsey uazannsal wialml
(2564) 93m31 Inedow, viggh witeiting uaz Usissa taunlve (2564) Asag Wusyy way
N3INT WIYFUF (2564) Civelek & Ertemel (2019) Chae, Kim, Lee & Park (2020) Charton-
Vachet, Lombart & Louis (2020) Purnami & Agus (2020) wag Hsiung & Lee (2021) finudn

v Y {

n133usAuA1danSnadeaudlage anne N15TUIAUEIENSNaneA U AT e

LURR |

[ v A

Usziuduruszuvesuladvesduslaalufmindednil Suavardudssansonnsenvaaly

suAzLULIINTEIY (B) Wiy -.392 TeedidudAgynieadifiiisedu .05 awnsaesuiglain e

[y

Austaateuseiudeniussuveauladdy Juslaasuiimnudesvenisdonsusssy

Y
Useiuduruszuvesuladiuaunsanasiianuduaseswmunudaliludyayiuseiu Suita
= L3 U [ ‘N'r.ﬂy 1 3 gJ/ 1 a a [ ¥
AMULAEIVBINTUSIINUTE AU NN Uz UURRUlaltwIanTa vz vatrau U Aula
Wusuaumuteulanazdemvualudyan Suitnnudsweansusssiuseiudendoniu

Y

sruveaulattiuinvelasunisAuaseanILilafisuiunIsder ULl sEiuMs owne Nt
Useiiudy Suitennudsavesnsusssduseiudenderiussuvesuladtuifiileuseiuden
wangadlaiguiunulseAuludygn Suitnudesensusssiuseiudenveniussuy

paulatiuinaziiszuunsiusnsiazaIn IS luN1TAAsaUTLa I UULAZUS N15Na0n

a

24 Gl uarduiemudswansussaivssiudendenmssuvesulattuiusendseiude
d' < 2 a (v I [ v < [ % [ 1 [~4 1 = 4 %
Mdudvewmdndugivseiudednmsiiusnudeyannuduveminulueged 3Nty

wansliniiuimnguilaadeuseiuderussuuseuladiinissusanudsaeinsusssd

113



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

Usitufefidernuszuvoouladanasazdmalifuilnadanuddladomnty aonadasiu
AToves NI wananBen, fisnd iy way ASlns dnfAsemenna (2560) wenil yusvys
waz WINTTU UTednwiung (2561) unanwns QmwmqwéLa%ig WAy @13ug NasIvIte (2564)
Shubin, Hudders & Cauberghe (2018) Shijun, Wingate, Zhaoyue & Qi (2019) wag

a 1

Syah, Munthe, Dewanto & Roespinoedji (2021) 53491 N153U3ANUILT 0N aABNTNAS

s
a

:j dﬁl U U 1 L3 Y ooal U U a A U a
mmmﬂ%aﬂizﬂunammizwaaulamawuﬂmlummmL%ﬂw UAFNUTTEANSDnnDY

'
LY v aaa (%

wyaaluguaziuuinnsgu (B) Wiy 731 egreditudAgynieaiifnsedu .05 anunsaeiue

i1 e uslnadeuseiudenussvusaulatiy fuslansuiinusenuseiudeinuie

'
a o

6 1 ¢ & ) a v aa 3 a o v Y a o
ﬂillﬁiﬁllNWN?%UU@@‘NI@‘L!H‘HL“U‘UUTHVW]Mﬁ?ﬂ%%’]\iﬂ’ﬁb‘iﬂﬂﬂﬂﬂL“LJ‘L!‘Vl‘lJ’]LGUE]ﬂ’eJ FUIIUIWYN

[

v dad o

Useiudefinutionsussalinussuuosuladuduusdniiidodowasivseiimsduiugsi
Usgiudofuszaznarfionuiuduilingds fuiiuisndsstusefinutonsussainiu
szuveaulavituuisniimsfinnunisudsdeyatmansodvarianadundnfusiuazuinig
fing 9 Aesenudla LLaz%’Ui”i’m%ﬁmigﬁ’uﬁ’aﬁmu%ammaiiﬁBhuizwaauiaﬁifuﬁ
Huladuazgomnsdeansiuuisnuussuuesuladiinnulasadsainnszuiunisansnssu
feyavuszuunonfinges aeandeafunsAnuives wimind §nsA3av uay wun Adanen

s v oa

(2562) aunanwyns ‘1Jqﬁp,QJi]1/1§Lﬁig WAz a13ws NasIvITY (2564) Lee, Phua & Wu (2020)

9 9

=

Ozdemir, & Sonmezay (2020) wag Hong & Ismail (2021) ﬁwuiwms%’uimmmﬁaaau

D

avsnarienuAslatetalauauuL

v ° o ' a o %

darauauuzdmsunignuingItas

1. Welasuaamsivinuaveins@euseiudusauladunguilanuniu usem
Useiude/wentlseiude uazdnaulausenovan@nsudsedudy asinsdnvinge

o

Usgyndunius ieadiinsiuinaaiudeaisisagvsenusyuveeulall sgragu Livled
& & A P’ PP o Al a v P a o ¢
law wadn Awansdannuideoidssasnnanualifvesusen Iudsennvomdni e
UseiudeiiaseunqudensAuasesmudsdtutaqiundanudaveg unusian sudagoam
aa -’-&J U ¥ [} v} 1 aa ‘:l' 1 s!dgl’ U Y
WazIoNIWRUTENU LAlnaUTENU LPANUTENU NIUIBNTVdzAINABKTDUTENUNY
2. Wiglasuaiansiuinnuideaasdigananuideswesnsinaulageuseiudy
paulad US¥nUseiusg/unentnusenu msinisanvinssuusenlatiiesessunisnaauly
ANUNNSUSLANLUN T MAILUDIUIBUTEAUN Y UL BARNUTEAUNY MUNTIIEBUUTEAUNY
LAZITUTEUUTOITUNSTIANITUNSTUURDUlAY Mtliloaznindon1suuRnuvemingy
MAURUR wardrigdnneanuasnIninungeUseiuisvesusemdneme
3. Wiaasuasanudweiionarasisaulingdaunguilaa viendseiude/

wenilseiudy AsEinsun13InNuURINIsuas suUsslorduaiisnunasy wag

114



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

T T T NS
BIANINIINAR LBLETNATIINMENYalve e Y Medsaieanuweiuluuidndseiudey
aneny

Yo a

4. Us¥nUseiudemsiinsdananssuviselassnsiieldeunnudmusivguslaaiy
Mpgdauseiudy sghau nsdananssuneuduanliuiauininedeuseiudevesuium
msliansieeliiudiieedoussiunuszuvesulatvesusn wWisadwanuddndunis

wennurnlrusEnilenanazlauendnsuaiusefuduvasuseniuRiuuIn gty

JoLEUBRULLTIIVING

1. gadlans@nurlunguianusnssuiamen mssuiamudss mssuiauuntede

Y

¥ (%
[

wazausdlatoanusadinan1sdnwesdlliduissunssuiieufisauazaunsnvengeshau
Adrnsvesnguiulsiidananlvidanumingauivusunvesdeulnesely

2. lumsfnwaadaluasihdmuuuiilsannnis@nwiaseilludnwsuiudemis
N159719550UsEAUTINEY 9 iaSeuisuseaun1TTuIAMAT SEAUN1STUIAULEYS
sEAUNSTUIANLITRde uavseaiuauadladeuseiudeiuYemianisuggsiauseiu
Na A d' £ 3 1 < 1 1 a k4 v Y 1
FIndu o ielildesdanuglval wazliuyesinamanus lun1sasuasan1ssus A

N53UIANILES WagnsTuIANWeRaveINgugINAUTERUABNNE YU

LONE1591999

nIoiw wauaziBen, fisntd wiaw way Alng AnAsemeana. (2560). Msveniumealuladi
fvdnarouwnliuauidlalumslduinistedudrihudemisesulatvesngs
Luﬁymmﬂm@ﬂmwwmm ezt 93), 3-15.

N3ENTNNIARA. (2560). UNUHRLUATHFAMAZAIANUAINIA aUUTT 12 (W.A1. 2560-2564)
NN §NNUATYENINITEUNNTAGS.

AsTIn Woth, aSaan Tovvna way ngReN Al (2564). MIAATIERUaTEdUNENN NS
pananaztiatevesauideiefiiauduiusdeonisiaduladouss fusbsnoud
meadmslanuueauladluiwmiands. MsmsumeniuInsmssay, 8(1), 58-75.

& o L3

Junsifiey 135001504, a@ldumsn Trwaumes, daniad d1segy waz 1305al wialw. (2564).

1%
o v

ms¥uinmnssdedmetiowuuiidndiniitnadennuitlanduidosdmeiio

V0egnA I MIRGNTIUYT. 219975551 TOUFUAraNINE N3, 4(1), 1-11.
gumus 1af, 9ain1s WRnanuun uag WARS MJul. (2563). WIMNINIIANITNRNITHAN

Yodiaviavngen nsdlfnu Meiudwsiaviass Sminan 17581539979

MINAINUALAITINNIT U Ineaemaluladsivaenasyys, 7(1), 98-113.

115



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllllll.

[

11l gUses uay wwssa Usedntiung. (2561). mssudmnuindefioveaunasasnisius
arandssvesiuslnauazanuidladeewnaiasuiomunuiwiinuuetn,
NsarTdmamans, 37(2), 20-30.

Wa5YT WAIINANE way wiash Auly. (2563). WOANTINLALTIAUARLUNITTUTINITINTG
vieufieeulatfifinasonnuitlasiendien 15 anuiviondisrimiansed
YOIUILNANGUIALWBLITUNY. 27557971TAAIMUALNITIANIT UNITNEIAE
waluladsivuspasyys, 7(2), 30-44.

e Yayyaviiatey uas an3vg nasivite. (2564). mnudiiusserinamsyuianudes
uazarundeielindafidmadensiilatogunsnioandndamessula.
IAITINGINTNIN TNV, 22(2), 26T7-279.

URUa AIAzeNa. (2541). 73HLINITAON. NTUNN: &3338NaNa.

WIAAT MPuw, Wesnsal FuUSATUA, 535U oA MDY LA qﬂqwﬁ Sullwaves. (2563).
Svnavesnwdnualnisvieniien uaznisiuinuasnfouvawiesiien fidwa
sonnuslanduiifietvesinviendisn ludmindlesseanduniauienauuy.
2134I3015AAIMUAZNITIANIT NI INeIaemAluladsvuaasyys, 7(2), 64-T8.

WIARAS ANTUN. (2560). 89AUTENOUNITUTMTUUTUATINAENSAMTUIAAUUIANAIN
wazaungenlulszwmelne: ndngudausednwiunnsentdadetdudu.
273875075779, 30(3), 164-175.

WSNSNE TN5ATAV WAz WuL AFRE. (2562). NsiUasuAMuL L adevesTenistaudaut

q

aa o o

TuiiRavia uasmsdnauladevesiiusinn. vsarsdimamansusimg, 232), 196-210.
3a51 nedey, ¥Tygd wteRiing war Usissa wawilve. (2564). MITUIAMANTIAUAY
LLazﬁauﬂizammamimmmﬁﬁmamz‘mwiami&gﬂﬁaﬂwﬂ%mauLa%ﬁ]mm“uauﬁ
vasRUsznaunsssnaneassludwindundl. 21597901998 99Ua8N 159073
unInegaeinaluladgvasmasyys, 8(2), 75-87.

Asaud 299y uaz 3T MayduR. (2564). BriBnansTuinamLUTUAMVIdINasD
mmﬁ%%%@‘[maﬁmmmmﬁ%L“ﬂué’hLLUi?iqr;hu nseAnY WINmM§uT
nezaIRiYnIy w3ana (Usamnelne). MIAIIUNTINNYTIVA)EUYT, 14(2), 182-192.

dnauaugnsIuNsMNuLardLaSINTUTENaUTINAUTEAUNY. (2563N). UALIRILINIT
Useudeatiudl 3 (wa. 2559 - 2563). Fufuann https.//www.oic.or.th/sites/
default/files/content/85434/aephnphathnaakaarprakanphay-chbabthii-3-

chbabetm.pdf.

116


https://www.oic.or.th/sites/default/files/
https://www.oic.or.th/sites/default/files/

Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

Y

ddnauanznssuNsAtukarduasunTUsEnausIAaUTERuiY. (2563%). 319UseN A
FnineIu Aun. 1599 uuAUURMNUsEN A AU, (309 dninass 33mTeenuas
LTURYIEN TN T TS AUAYYOIUTINUTEAUTIN/AUIAAY LaznI15ANTUNITYe
AU TEAUTIN/TUIANE WIeIITeTI0/TUIANE UAssUINIT W.A. 2563.
AUAUAN https://www.oic.or.th/th/consumer/319UszniAdtingu-aun.-
Fos-wnUFtRnulsene-aUn. - 3ea-uanunasi-o.

dinnuaugnITINSMNULardLESINTUTENBUTINAUSENUNY. (25640). UALIRILINIT
Useuseatiuil 4 (n.a. 2564 - 2568). Aufuann https.//www.oic.or.th/sites/
default/files/file_download/aephnphathnaakaarprakanphay chbabthii 4 hn
angsuue_aithyl.pdf.

dinnuauenIIINsMNULavduasuNTUTENRUSIAAUTENUNY. (25649). T7897UY8N79
N5978g57IUsEAUTIA. FUAUIN https://www.oic.or.th/th/
industry/statistic/data/34/2.

giua AIN1WA. (2555). NI5ATIXIA MUYl INTIEN NAIAUAITHT. NTUNN:
Lsafiuniguaansaluvninedy.

Ali, A. (2021). A Conceptual Study on the Influence of Social Network Services and
Electronic Word of Mouth on Food Purchase Intention during a Pandemic.
Global Business & Management Research, 13(4), 92-103.

An, H., & Sun, X. (2021). Impact of risk perception on migrant workers’ employment
choice during the COVID-19 epidemic. Chinese Economy, 54(6), 402-414.

Armitage, P. & Berry, G. (2002). Statistical methods in medical research.

West Sussex, UK: Blackwells.

Bland, J. M., & Altman, D. G. (1996). Measurement error. BMJ (Clinical research ed.),
312(7047), 1654. Retrieved from https://doi: 10.1136/bm;j.312.7047.1654

Bitkina, O. V., Jeong, H., Lee, B. C,, Park, J., Park, J., & Kim, H. K. (2020). Perceived trust
in artificial intelligence technologies: A preliminary study. Human Factors &
Ergonomics in Manufacturing & Service Industries, 30(4), 282-290.

Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of
limited edition shoes on perceived value, brand trust, and purchase
intention; focused on the scarcity message frequency. Journal of Business

Research, 120, 398-406.

117


https://www.oic.or.th/sites/default/
https://www.oic.or.th/sites/default/
https://www.oic.or.th/th/industry/
https://www.oic.or.th/th/industry/

NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

EEEEEEEEEEEEEEEEEEEEEEEAEEEEEE -.

Charton-Vachet, F., Lombart, C., & Louis, D. (2020). Impact of attitude towards a
region on purchase intention of regional products: the mediating effects of
perceived value and preference. International Journal of Retail &
Distribution Management, 48(7), 707-725.

Chen, M., Yu, S.-H., & Gao, Y. (2021). Considering lightness: how the lightness of app
icon backgrounds affects consumers’ download intention through risk
perception. Behaviour & Information Technology, 1-12.

Chen, Y., & Wang, L. (2019). Commentary: Marketing and the Sharing Economy:

Digital Economy and Emerging Market Challenges. Journal of Marketing,
83(5), 28-31.

Civelek, M. E., & Ertemel, A. V. (2019). The Role of Brand Equity and Perceived Value
for Stimulating Purchase Intention in B2C e-Commerce Web Sites.
Business & Economics Research Journal, 10(1), 233-243.

Costante, E., Hartog, J., & Petkovic, M. (2015). Understanding Perceived Trust to
Reduce Regret. Computational Intelligence, 31(2), 327-347.

El Samea, D. A., & Rashed, A. (2021). The Impact of Customer’s Perception of the
Practices of Corporate Social Responsibility on Purchase Intention.

Journal of Accounting, Business & Management, 28(2), 83-103.

Erubami, J. A., Bebenimibo, P., & Ugwuoke, J. C. (2021). Social Media Use and
Covid-19 Risk Perception among Nigerians: The Roles of Affects, Gender
and Information Sources. Media Watch, 12(2), 316-332.

Gebert-Persson, S., Gidhagen, M., Sallis, J. E., & Lundberg, H. (2019). Online insurance
claims: when more than trust matters. International Journal of Bank Marketing,
37(2), 579-594.

Guido, G., & Mileti, A. (2021). Health choices and risk perception in elderly consumers:
a systematic review. Health Marketing Quarterly, 1-19.

Hong, K, S. & Ismail, K. (2021). Perceived Risk and Trust in Purchase Intention towards
Generic Drugs in Malaysia. Jurnal Pengurusan, 61, 1-15.

Hsiung H., L., & Lee, T., L. (2021). A Study on the Effects of Perceived Value on
Purchase Intention of Aromatherapy. International Journal of Organizational

Innovation, 13(3), 135-148.

118



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

Jianli, X., Liying, Y., Wei, H., & Min. Y. (2021). Understanding FinTech Platform Adoption:
Impacts of Perceived Value and Perceived Risk. Journal of Theoretical &
Applied Electronic Commerce Research, 16(5), 1893-1911.

Jung, A-R., & Heo, J. (2021). The effects of mobile phone use motives on the
intention to use location-based advertising: the mediating role of media affinity
and perceived trust and risk. International Journal of Advertising, 1-18.

Kaur, J., & Bhardwaj, N. (2021). Their Control will Make or Break the Sustainable
Clothing Deal-A Study of the Moderating Impact of Actual Behavioural
Control on the Purchase Intention-Behaviour Gap for Sustainable Clothing
in India. Australasian Accounting Business & Finance Journal, 15(5), 82-98.

Kervenoael, R., Schwob, A, Hasan, R., & Ting, Y. S. (2021). Consumers’ perceived
value of healthier eating: A SEM analysis of the internalisation of dietary
norms considering perceived usefulness, subjective norms, and intrinsic
motivations in Singapore. Journal of Consumer Behaviour, 20(3), 550-563.

Kolpak, E., Borisova, V., & Panfilova, E. (2021). Vector model of digital economy in the
process of increasing the competitiveness of countries and regions. GCG:
The Journal of Globalizacion, Competitividad & Gobernabilidad, 15(2),
104-121. Retrieved from https://doi:10.3232/GCG.2021.V15.N2.05

Lee, Y.-l, Phua, J., & Wu, T.-Y. (2020). Marketing a health Brand on Facebook: Effects
of reaction icons and user comments on brand attitude, trust, purchase
intention, and eWOM intention. Health Marketing Quarterly, 37(2), 138-154.

Meseguer-Artola, A., Rodriguez-Ardura, I., Ammetller, G., & Rimbau-Gilabert, E. (2020).
Academic impact and perceived value of Wikipedia as a primary learning
resource in higher education. El Profesional de La Informacion, 29(3), 1-16.

Molinillo, S., Japutra, A, & Liébana, C. F. (2020). Impact of perceived value on casual
mobile game loyalty: The moderating effect of intensity of playing.
Journal of Consumer Behaviour, 19(5), 493-504.

Ozdemir, E., & Sonmezay, M. (2020). The Effect of The E-Commerce Companies’
Benevolence, Integrity and Competence Characteristics on Consumers’
Perceived Trust, Purchase Intention and Attitudinal Loyalty. Business &

Economics Research Journal, 11(3), 807-821.

119



NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 unsaw - Tnuney 2565

<lllllllllllllllllllllll;llllll -.

Purnami, L. D., & Agus, A. A. (2020). The Effect of Perceived Value and Mobile Game
Loyalty on In-App Purchase Intention in Mobile Game in Indonesia (Case
Study: Mobile Legend and Love Nikki). ASEAN Marketing Journal, 12(1), 9-19.

Shijun, W., Wingate, N., Zhaoyue W.& Qi, L. (2019). The Influence of Fake Reviews on
Consumer Perceptions of Risks and Purchase Intentions. Journal of Marketing
Development & Competitiveness, 13(3), 133-143.

Shubin, Y., Hudders, L., & Cauberghe, V. (2018). Selling Luxury Products Online: The
Effect of a Quality Label on Risk Perception, Purchase Intention and Attitude
toward the Brand. Journal of Electronic Commerce Research, 19(1), 16-35.

Singh, S., & Jasial, S. S. (2021). Moderating effect of perceived trust on service
quality - student satisfaction relationship: evidence from Indian higher
management education institutions. Journal of Marketing for Higher
Education, 31(2), 280-304.

Syah, T.Y.R.,, Munthe, R.M., Dewanto, D., Roespinoedji, R. (2021). The Moderating
Effects of Risk and Subjective Norm Perception Towards Consumers’ Trust
and Online Purchase Intention. Review of International Geographical
Education Online, 11(6), 1268-1279.

Trabelsi, R. E., & Mbarek, O. B. (2021). Impact of e-WOM on user’s purchase intention
in film industry. Recherches En Sciences de Gestion, 145, 101-118.

Tran, T. B. H., & Vu, A. D. (2021). From customer value co-creation behaviour to
customer perceived value. Journal of Marketing Management, 37(9/10),

993-1026.

120



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 avun 1 unsay - Tguieu 25

sEsssssEEEEEEEEEnEEnnEnn R

JaeNiNanssnunani1sInNIsisgunisaauluuaaulayl
meldan1unisallain-19 Yo9tinsausEAULSeY

TuaLNBLNAY WAL

FACTORS AFFECTING ONLINE TEACHING AND LEARNING
MANAGEMENT UNDER THE COVID-19 SITUATION
OF HIGH SCHOOL STUDENTS IN KLAENG DISTRICT,
RAYONG PROVINCE

Usziasy \inusaal’, ivwwg gauading? way Junun qrisauysal®

Prasert Kaedmongkhon!", Pichet Udomsamak? and Jantana Ridsomboon?

Received 31 March 2022
Revised 5 June 2022
Accepted 13 June 2022

o/ [

UnAngs

[ Y7 '
U aav (3 =)

myiteadsliingUsvasd Weisuifisuliadudmyanaiiiingfinssunsuius
WensiSeuseulall Wefnwvdniwanginssunisieueeulatdenisuiudvesinsey
aeldanumsailedn-19 Wefnwdvinavesmuianinaiunsiseuseulationisuiui
Yatnseu naudieg1slun1side Ae Uniseuseaulisey lugunaunas Jminssees Inedy
nauseg1awuulAIfi (Quota Sampling) waglangusiegaduau 320 au LAuTIUTINTaYE
Tnolfia3eailouvuasuany uazldlusunsuduagumeadalunsimszideya ardevas
AdudsauuInIgIL A1ANR AIAMULUTUTIUMNAUAET (One-way ANOVA) Wagan1s

anneenyA (Multiple Regression) NaN15338WUTT WNAKAZN1STBULNOSTRIINTTNN

inAnwUSaes wangasusmsgsnatudin anzmaluladday sminerdumalulagsvasaans Tueen

W NYRIUNYS

Undergraduate student, Bachelor's degree of Business Administration, Faculty of Social Technology
Rajamangala University of Technology Tawan-ok Chanthaburi Campus.

*Corresponding Author, Email: prasertd215@gmail.com

2 gnsd Ussanminusmvinensuyed aaeineluladsan ivmiendemelulagsmseans Tuen eunduny3
Lecturer at Department of Human Resource administration, Faculty of Social Technology Rajamangala

University of Technology, Tawan-ok Chanthaburi Campus. E-mail: udomsamak.p@gmail.com

121



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

lllllllllllllllllllllllllllllllll’

uANASAY demansgnunenisusuinisiseussulatdnigldaaiunisallain-19 luusnsnaiy,
seiutuSeuLazsiinouinmasa i fiunnsety damansenusenisusuiinisGousoulat
Aeldaniunisallain-19 uand1eiu weinssunisseuesuladnunszuiunisasiauwasly
mnufiidvsnanonisususinsouseulainieldaniunisallain-19 sniign wazainu
InnAnalunisissussulatiuusseiniAnisissuseulatidndnanenisusuaivestniseu

melaaniunisallain-19 wnvian
AaAgy: Meldaniunisailadn-19 NMsUsui Seuseoulal

Abstract

This research aims to compare personal factors with behavioral adaptation
to online learning, to study the influence of online learning behavior on student
adaptation under COVID-19 situation, to study the influence of anxiety and online
learning on student adaptation. The research sample consisted of high school students in
Klaeng District, Rayong Province, by quota sampling and a sample of 320 people. Data
were collected by using a questionnaire tool and using statistical software packages to
analyze the data, percentage, standard deviation, frequency, one-way ANOVA, and
multiple regression. The findings showed that: different gender and Internet access
from accommodation had no different effects on adaptation to online learmning under
the COVID-19 situation, different class levels and personal computers had different
effects on adaptation to online learning under the COVID-19 situation, behavior of
online learning in the process of knowledge creation and implementation had the
greatest influence on adaptation to online learning under the COVID-19 situation,
and anxiety about online learning in the online learing environment has the greatest

influence on students' adaptation under the COVID-19 situation.

Keywords: Under The COVID-19 Situation, Adaptation, Online Learning
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1 =l 1 a & @ ¥V 6 1 a 6 6 a <@ @
HIUN1SA3eYIEdUWTIN Wavldaunsalansaumengne Aeuiunes ausnlnu viaunuin
TngodalUsnsuvsaus Mg dmsunss sumsasulpeane GadunisiseunagaInanuise
dWndslsainnni nanan wimsSeunwensslvannsssuluiesseufiaunsaseunlanle
= [~ 1 LY} 1% 1 v =l 1 o v a a
fanandududiags agasuliaunsanivan veaseuldlagdity e1avinlviussansainlunis
SeuvesiniSeulesniinsiseuluisassuiagiaouauisodunauazaivauisasoula
Aseudsdndusaciuda (adaptation or adjustment) Ais USupuAn Ausan uaswgAnssy
TUmuaninuwandau d9au tavaniunisalsng 9 idndusuesuazlanaisusnlaegnd
UsgAnSn1m wiounsdanuausafazindeyazyousunnuassninat uludin (Tuiian
uayavlden, 2554, U. 7; Bernard, 1960, p. 317)

o,

a v v

WedNS SuShurSana uazany (2564, W. 215) NA1TIINTNTIURETEAUNTUT UM
yestinFeuazanunsnvilviagfivinwmsuisesaumadidgy iz lulfidumadunis
Nausumansal Jestu uilvilym wazdsiedeyalussuuguatiemastiniouiients
UInsdnmsiiiAgdes aunsaaiawnmamsiaunaunwasdansiounsaeu guamin
nsideey waznsiiisiuAanssuvesinissulisessuaniunsalatminla aenraeiu
M3Anw1v89 Moawad (2020) fina1rinisi3sunisasussulatluaniunisailain-19
udedlmi fiFsudesdmsususaunailiiinauaion mnudandaald mnuesen
mAnninalunisifoussulavenafunnudeveseralounantadeluiudig q yana
Aamueien Aninninasenessinniliaunavessyuusesluuivimiifiiniununis
M91UBITZUUAN 9 TUI19N8lAT2UUN191119UT093INIBUNNT 09 913 ILARBINIS
Fausiandsuy havda Uinties sounde iedalsaneneidanngananisla wu uiie
Huaw rwsduladingstunansenusediudsla ilinssufidesas mwanmnselumaut Yo
anadliauledesous amvwAnduau mudanas aundanas faaulile uansorsuailivangay
Tn35 wagngaviindte ueulivdu nd gapdernuidesiulunuainsafiazdanistudinues
puies nATILeS ANt natwin N suesuladdoudmansenunonadugns
yamsSeudeduiy Ingedueninagiilitymamunm wasaruvEeusiiviuay faiinig

SoUUlARAAINANTENUNNINNVINFBVIITEUUNISANY WALUNANYNIAEIUNLNEIVDY
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A3 saulafiszAnundadedidnansemusianisdanisisounisasunuuesulal
meldanunisallada-19 veainiSeusziudsen Tusnaunas Sminssees iotnan sy
Tllumsimuauume wduaine sy wesiaulunmsdansiSeunsaeusUuuuoaulai
wnzauiieliansasidunisiansiSeunsaeuliinUssavs am wen1suImssansan
faonadeafuaruunilua (New Norwal) desiinisususvesinSeu Triussansnme ety

aunsausuasulimnenuiissulamaly

Y

o

ngUszaeAlunIsIvY

1. Wlensuiisuiiadudiuyanadiionginssumsususaitouseulay veslinGou
seaudsen Meldaarunisallain-19 Tugnaunas Jminssees

2. \ileAnwdninangAnssunsFoussulal semsuiudvesninFoussiuiisey
melaaniunisallain-19 Tusuneunas Jminszees

3. WieAnwdninavesnnudnnivatunsiiouseulat senisusuivesinibeu

seaussen neldaaiunisalladn-19 Tusnownad 3aninsseas

FUNAFIUATTIY

1. Yadudmyanafiuandeiuiinansenudonisufudniaifouseulat neld
anun1sal 1A3n-19 waneaiy

2. npAinssunsiteuveinssudmasnenisuiuiamaseuseulay neldaniunisal
1a3n-19

3. audanivavenisudwnarenisusudinisseuseulal aeldaniunisel
119

124



NIANTIVININTNAALAENTIANTT WInerdemalulagsvauenasayys

NSDULUIAA LUNISIY

AUsAu

AMENEULHIUYAR
WA ANaaAnw lUsEAUTU
ASAABURIMDIAIUG

A NBeBUmas NN

WHANIITUNITITIUVDILNIZY
- AUAUARIUATSIS YU
- uusegelalumsisey
- AUANSIAnIANlUNISS Y
- pumsiansuwaznisionlaldnenisiseu
- unszutunsasawayldanug
- gunsidenlanNdIAY Lazn15anen
demuniSeuiiddy
- pumsldinatiasiig 9 wazaunsal
Prendnlunisiseu
- AUANSNAABUAULBINUNIULALLAS LG
ADULS Y

- punagnslunIsaRuLaLNISIHIENRIERY
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AUINNNIIAVDIUNLTYU
- UssemAnsiSeusaulall
- ilomsein
- Anuivalugunsaiuasinalulad
- AanuaEnunsalunisiseu
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nsseueaulail

msi3eusaular] ¥3e Online Leaming AflealdiFonnsiSeusiugunsaididnnseting
Fdimsdeusenudumedidn wiinsldmin “eLeaming” wnunsSeuseulay! 39 uming
Tasmsuvanumang anansaueneenlsifuaesd Ae e figean91n Electronic i maneis
daUszivguieinieslefldlniii uag Leaming fuvain msiSouinionsisou msaou
Sloutarmnuves e-Learning fienumnedn madsuisegunsallwi Ao maiFeusiugunsal
dodidnnseiind 1y rewfiumes ldnln Insdwviflede aundaliiu wividn 1a3eadu s 4
vielnaviend \udu fanunsonanamadoyaliuyudiinnsdousld drfumelunuide ufay

va o k4

finsldATin e-Leaming usilnnnaiuvesramianeiive fiaennaylanamlity danamang
nsatuNsBeueaulauiady (algufan ueide, 2564)

NORANTTUNITLUISEU

NOANTIUNITTOU NUN8E FnwaznITwanIoonuaItniFaulun1sSsuNIUIZUY
sauladnielaaniunisallain-19 FaUsznaunie 9 A fs 1) Auviruailunisiseu
2) nunsegalalunisitey 3) sunmsianailunsiieu 4) daumsiiannsuaznisioilaldse
mM33eu 5) Aunszuiumsainuagldanud 6) darumadenlannudAguarnisandiiom
uniseuNdAsy 7) sunslidmaianie 9 uazgunsaltiemaslunisisey 8) Aunmadaey
AULBINUNIULAZIATENFINBULTNTEY kAT 9) AIUNAENSLUNITADURALNITIASEUFIEDU
W18Ta 1aAaAIAT Laz Ay, 2564)

AY1UINNAIIA

a o I ) ¢ da &£y 5% =

AMIIANATIa (Worry) Wunegiiluvesuysdvnauiifiadule uwiaimindaiy
Anaunfullaulianunsamuauly vieliaruinadunmzizesifienuiuissyiliyana
Huiammeavzinuasgederuauluiiold uazervdmasenisgnidadeindulseinnig
711U (Generalized Anxiety Disorder) A1ilkualiuun91nAEANUATIavEAE039 (Chronic
Worry) (Borkovec et al., 1998)

Tuunanuiddeididunisiauenavasdnwiauinaluliinaseupquivuiunves
v a v a - ¢ | a & o = A
dnseu loun nsieu Munainanunsainsunsszuinveslsafnelsalalsun 2019 dsdie
Huaaunsalivildifnanuinndnaniuaniunisal feil Spielberger et al. (1970) 1adl
n1seAuseUIngnsalnsludiyanaiisundt Auivall 2 lia As (1) Anudania

¢ X = & a o A a X A ¢ =
MuEaUNTInl (State Anxiety) Faumnidaninaniiatulunamimenisallamenisaivie
ety Wusnwauslifetutinsuawgluaaiunsaliu q way (2) Aainnisawrs (Trait
. I a (% A [ A & [ o w ) ! P~

Anxiety) lduAInNNIaiduanyueAn IWuanwurdiz3101999YARaLUUEIUNUITDY
YAGNNIN
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n13USUA

n15U5us (adaptation or adjustment) mnedia n1sfiyARaENLNTAUSUAILAR
AN3AN wazngAnssulumuaninwindey dau wavaniunisalang o idduaues uae
Tanmeuenldedaiiusyavanm wieuralinruaunseiasmduarseuiuanuaseiiniy
Tudin (Tuitvn Yeyawiden, 2554) aungensusuiaves Rogers (1967, p. 262) a5u181n

[

yanadfiufudldandudivosdaies il senfunuiosuazddu sauisaunsaug
Uszaunsalsng q suaanduade waranmnsathussaunisaitunydulidfulasadng
vioyrandnunsvasnuetesislidaudnie ndou ndeusisfuimiuAnisifuauesly
Fauan uiyaraitlaunsauiuialdadimudauds ssrisemuAaeiunuesiulszaunisol
fiantulml shliAnewRaeion Jandna duau veeruwdla godomuiuimesiaies
uazfinuAnieriuaueduBay mamuisszdunmsuiuivesninEsuazanunsayinli
AsfiUInunsuisansaumadidniazi lUfduuwmdunisnusy amanisal Jostu
uilvigmn uazdesedoyaluszuuquatiemdedniSouiien suinsianisiiAsates
A111308T 1IN NN THAUIANAIMNNTTANSITBUNTADY gUAMAR N1SIARY WagnIs
drsufanssuvesindeulisesfuaniunisalarmile dwalidnSeuduemsuwasnineins
yarafialusuanluiian
uen9ING nunws fanaad (2564) nanieisnisdanisieunisasulugaledn-19

Iasdddmunsususvesiasulugn New Normal T

1. 3uuunisdau nsUFuiiondnn msthu n1saey m‘ﬁ%magﬂuuﬂmﬁhz
wnzaniugiSeulunsiazie n133n1siSeusuL Active Learning annsaaslninguly
naiFeussulatld uvsaansaldldtuFouynaedu vansdeusiduneyana madous
LuunguLan waznsiseuuuunaulng nethwealulagunlddusiedmsunisdnianssy
M3Feuieing o veujoulsiduduluegsliussansnmuaziinussaniuaian Tnonasmany
fan1z3sueeulatuareanlatidaniu aelizluuuiiinanaudaiusiuturesaon
gNAIRENLTY

- Zoom \nesilelunsdoans sonuuumsiSeus uazdnnesadeusoulals

- Microsoft Forms 1ddusuni1sasisuuunesuns wuunaaeu uazhuuaauaiy
ooulayl Feffaeuanunsadenidlimnzaniuionsulunsiazsein

2. waluladn1sAnwYIgasunanNTsuTEnINmTasy seninaseunsmnanssul

a Vg a a Yy a v o & ' aa o,
Liﬂuzﬁﬂ?ﬂéﬂ LWN@'J']@J?{‘L!EL"ULLagL‘U@I@ﬂWﬁI‘WHLiUuaqu‘U@a\‘iﬁEJlI']ﬂsUu LLUQﬂqifJ@I@ﬁ@aLUu

=D

naulyajuazngudeslunsdsnuvdensiiausnu dudviiulassnuidesiinision
fAagdnsiruaszeziattunmstinmneesulalidungy o snfogradu

~ ThingLink w3asilefivziuasunmsssuan ThdudeUszaudaldneu (Interactive)
Tngazdifliaesdmiuifiunmuszney medue unanu wazdsiinledu q lmAnnsiFeus

agailnumng uaraiausstuanalalunisueniaisessnsn 9 dunguam
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- Kahoot Wdwmsuasemauluguuuusng 9 Wy dauvaigdiidenlagaiuise
lgdonnnu gunm wisedslexildlunisaadiany
3. M3ldaunsaimalulaglunisaeu Haeuenareaseuivinwenisidaunsainisasu

£ o

Tndownan ieliliazgavnslaiiaou Addnyidaoudesdngs Ao TnguszasdvoinaiFou
msaeu AiddnRandmiugisounasdeasouiiarinaiesien 4 indszyndfunsaey

agslsfinu nsfnwiluge New Normal lugasaniunisallain-19 aziluiies
madenfigniurldluaniunisaififindul Jedmaligiieidosioaiinisusuiegiaunn
sheeudnuidosimuninugnsiiaiesiouargunsaimameluladidnuniiunumddny
funmsfnwanniu Tasegwesin maGeuseulatszaunsanauunaieulududouldimn
uazns3sussulatiidlilinsdnasnluroaseunliluunanwosuosulay uddeadunis

)

SeusmunzauiudseududAty
= ad a o
s21U8u3sn1573Y

UsEynsuasngunlagi

(%
v a v Y v =

UsznsN B IUNSANYAD UNIBEUSEAUTUISENAN®Y 311U 5 15958 Tusnawnad

o

Jmdnszeas lsusvudugadaaing lsusouaunsgiingd 15958uUunadinganiis
TsadBunngsinends Swauianun 6,092 au (nguaunsdoutiniFeu TsaSeuduig
ansiadanen; 1saSeuaunsgfive; lsadsuunadineanns, lsaSeunnnswinetds; msdeans
duunna, 15 WaAInieu 2564) lnemnuavu1nf19819909nlse1ul (Taro Yamane,
1973 pp. 727-728) fisviumnuidiotiu 95% LLazﬂmmamLﬂﬁaumaﬂﬂduﬁaaéwqﬁizﬁu .05
ntinideuianue S 6,092 ey azldvuiavesnguinesnsdiuan 320 au 143505

nauag1akuulAIRi (Quota Sampling) muTIWIWVEIENSEY 5 T5a5eu Al

AN5199 1 UEnsiunIsAnsakunaUls s e usEAU SNy TUsNBWNaY 39MINTLe09

Tsai58u SruutnSeuvaiun (aw) I1UIUADYNN (AL)
1595 sutyainAINe 1,624 85
lsaSguqunsgineg 756 40
15US8ULNATINYENNIS 2,701 142
L558UNNY VINNGY 1,011 53
39U 6,092 320

newa: MNnaununzideuinteu Tsassutnyasindinet; lsaseuaunsginen;

L5a5gULNaIINgan3s ; LsaseuNngvIne sy (Msdeansdiuyana, 15 weAdIniey 2564)
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wn3aslenldlun1ssiusiudoya

insosdletdedunuudeuauiiumsiasasUsuUulinaunwluszauiivensula
wuady 4 oy moult 1 Wumamdenduladeiiugudiuunna laun wea sziutuimasdinm
nsineuiamesaiuiy madnddunesidaaniiin dnvarmauduwuudonseu (check list)

A [ o P [ a = v a [ 1% ~ < o

moud 2 JumanuiediuaunginssunsiseuvasinEey sadu 24 e aeuil 3 1wy
= v Y a [ v I £ P ) (J d' LY LY
NerfuiuAtdanivavestnEey audu 18 4 seui 4 WWudaufeiiunisuiud
msseussulaunieldaniunisalladn-19 sundu 12 4o lneneud 2-4 Snvusiuuasuny

Juwuusnasidiuusediuan (Rating Scale) Inefuuannudsawdsy (Likert Scale) wussgau

A3y 5 seeu

NSTUIUNITAIEUNITIY

wuvgeunulaeyITelatlaueniBeivgy 3 N1 WenTIIAITgInsIvaNLen

a1

Tnganataudannane (I0C) > 0.75 lavinn1snadsuaduusyansoanvesnseudaiian
WU 0.925 wagnadeuAMNINLATENe taan1suIe Reliability 31nkuUdauaIuiviinis
Try out 30 AU wan1sAWlalaA Reliability windu 0.942

¢

n133LAsvitaya

(%
o

Tumsi3ea3aily

[

a ¢ Y o & ~ a v [y s
gimswndeya Ingldlusunsudisaguiensidemsdenuemans

'
a o0 w = =

1. melnseitoyaduyaa Usznoude we ssduiuiiddsinm mefreufiunes
daus mathdedumedidnaniiin Tngldmdesas

2. MFIATIENgANIIUNITEEUTeNinGey Amnudnnivavesingeu n1susud
n1si3eueaulat Ingldiade (Mean) uavdruidosuuinnsg i (Standard Deviation)

3. myllenpidieudisudadvduyaraiiinginssunsusuiBouseulat aeld
anunisalladn-19 vestiniseusyaulisen Tusunaunas Jaminssees

3.1 Suunauine nsaeuiamesdiui madhidunedidaaniiin lagld

t-test (Independent Sample test)

o w =

3.2 IUNANUTEAUTUNNaIANE Tagly F-test ©san15nadauaINUwUsUSIU

' '
= aa

N9 (One-Way ANOVA) F9ninwuaukans1seg19ildedfgynisadansgsiu .05
gAnTiuNIIATIIdUALLANGNS 1Tus1eAfeds Post Hoc Test saly

4. mArseiiladendsvinanginssunisiSeueeulay den1susudvestiniFeu
seauliseu neldaniunisailade-19 luginsunas Jminszees laun Miauadlunisieu
wsegalalunisiseu Msdanailunisisey msianduaznisionlaldienisieu nsruiunis

afaarldanus madenlannudrdyuazrnisandiiomuniseundidn nsldnaiacig q
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LAz UNIAlTIEmARlUNSISEY NISNAFOUAULBIIUMILLAZIASENMINWT IS Y Nagnsly
nsauwarnswssudaey lngldnisanasenvan (Multiple Regression) A1k UTUTIU
FiewFeuifisunuuand netmunssuteddameadnn .05 wdesviuanudesiu 95%

5. Meseiiladefiddvinavesnnuianinatunisisousaulay donisusui
ostnssuszAUsen melaaaiunisallada-19 Tusineunas Jminszess laun Ussennie
nsi3suseulay iomaeinn aruinaluguniainazmelulad auaunsalunsideou
Aanssw/mstnu aenun1sedladn-19 Ingldmsanaeenman (Multiple Regression) AruuwUsusan

WBLUSHUTEUANULANAN LaununseAuTud 1A Nanan .05 usoszaumULTDNU 95%

NAN1599Y

1 2 1 1 [~ 'y a a o a <

wudgneukuuasuntudulug WudniSeu wands 910U 164 au Aoty
$p8ay 51.2 AT 37U 156 AU AnduSouay 48.8 audau

M lUTEIUTU 1.1 311U 66 AU AnuSasa 20.6 SEAUTU 1.2 39U 61 AU
Amduasar 19.1 szAUTU 1.3 97U7U 60 AU AADUSLaY 18.8 SEAUTU 1.4 LAz 1.6
U 46 AU Anlusesay 14.4 sEeutu 1.5 31U 41 au Anludesay 12.8 mudau

dniseudiulvafireuiunesdiudi S 278 au Andusesay 86.9 lifireniianes
d1usn 91U 42 au Andudesar 13.1 anuasu

o \ o Y o a ¢ & A o ° a &

Hnseudiulng denuazamnlunsiinfdumesiiaaniinn 9w 302 au Al
Sosay 94.4 wazilanuliazainlunsitid Bumesitnaniin 31wy 18 au Anduseuas 5.6
AUAIAU

a a '3 Y a v 6* a = £y a

ngnssunsiseussulatdvestnzou aelaaniunisailadn-19 dssaungfnssy
Tunmsmegiszauliunans (X = 3.25, S.D. = 0.659) Weitarsandusiedonuimmginssy
nseuseulaiveninGeu danszdunginssuinngadonmuusegdlalumaBeu AudunssuIuns
afruagldanuivindu egluseaunginssuuiunans (X = 3.43, SD. = 0.687) {A15E6U
WORANTIUURUAAF BANUNM INAFOURLLBINUMILLaTINS BUAINau NS eu agluseRungAnssy
Yrunans (X = 3.16, S.D. = 0.587)

a U % = 6 %} a ¥V 6* a = U

ANuIanianunsiseuesulatvesiniseu aeldananunisallain-19 dseeu
Adandnalunmsiwegfisgauiiunans (X = 3.17, S.D. = 0.612) Wefarsandusede
wuhanEIanivatunsiseueseulatvesinE ey Iassduaudaninaunganeussena
nsseueeulal egluszAumnuinniaiatiunais (X = 3.19, S.D. = 0.589) uavdATeauy
AnIInnivatesgasnenanssu/n1sUiu eglusgauanudaniaiatiunaie (X = 3.10,
S.D. = 0.595)
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nsusuimnsseueeulal meldaniunisallaia-19 Iszaunsusudiluninsiy
ogfisziuUunans (X = 342, S.D. = 0.657) ilefinnsanfusedonuiinisusuimsseu
saulal neldaniunisallain-19veiniFeu daA15edun1susudiuingadanisusuda
Aue sunlusazyana agluszAun1susuiiin (X = 3.53, S.D. = 0.708) wazilA15eiunIs
Usumtegansianisusuisnunisiiisiuianssuvedsaiou aglussaunsusuimuiunans
(X'=3.27,S.D. = 0.644)

nsnagavaNaAgIun 1 Uadedlruyananuandranuiinansenunanisusuaa
a L1 124 a 1 (v

nsiseusaulal nelddaiun1salladn-19 wananenu

A37eNUdn Wenasantadediuyanavesinifeuseduiisen ludnaunas
[ [ a aa Y =% a ¢ & a v a 1) = 1
FIMTNTEED9 NNBUBLUVABUNNUNT WA N1SNDIDUMBTINANNTINN Arneiu Tnansenuse

U U = 6 24 6° a 1 1 [} ] Y = U C%

n1sUsusINsseueaulalneldaniunisalladin-19 ulunnaneny @rudnseuseauilsey
TugnoknNay TINTATLED9 NABULUUABUNIYN NUTLAUTULSEUY NISHABUNILADTAIUG

wANANeAY Tnansznuman1sususinsiseueaulatneldaniunisallain-19 wanp1eniu

A15199 2 agunanIIadeuaLNAgIun 1 Jadudiuyanaiiuanseiuiinansenunanis

USuiinisseusaulal melaaaiun1sallain-19 wans1eny

Uadedruunnavasgnau d5UNaN1IVAHBUFNNRFIU

WUUERUAY t-test F-test Sig. wlama
LI -1.778 - 076 U Laauungu
siutuSen - 9.587 .000% YRUTUANUAFIY
mMadidumesidnaniiin 538 - 591 U Laauungu
nsfimeuinasaIusa -2.278 - 027* gaUTUALLAFIY

* QlpdAgnsadanszau .05

NANTIN 2 WU wansneEevaLNRgIu Uadudiuynranuandniuinanseuse
nsUsuimsseuseulal neldaniunisailain-19 uanseiu agulanad

WA NaMsYRdeUALLRgUTEI AT UN1sUS UAIN S eweeulal meldaniunisal
1A30-19 Tneldadn t-test wuan Tunmsiudan Significant level 1nnna1 .05 Fuvindu 0.076
= a a ! a v o o QQdI
JaUasaunfigu egrlileddgvneatifnseau .05

FTAUTUITEU NANIITNAADUANNRFIUTENINITAUTUSBUAUNITUTUAINISIS B
poulayd Melaaniunisallain-19 laeleadd F-test wuin Tunwsaudian Significant level

Ly LY

Wouni1 .05 Fawinfu .000 Jweusuauungu egnlitedAynadfsedu .05 wasiivaln

o
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nsusEavtueuluealaniauwenaiuIinIsaaeusalUumeds Post Hoc Test

U d‘
MIFNT19N 3

[
v v a o w

A1519% 3 NsSpuguALadeTeasERutuNiIainyvesinseudsey dnauna

WNRIATLYD

SyuT X 2.1 2.2 1.3 1.4 2.5 1.6
X 3.34 3.26 3.31 3.49 3.58 3.71
.1 3.34 - 081 031 -148  -244  -369"
1.2 3.26 - -050  -229  -325  -450°
1.3 3.31 - -179  -275  -400°
1.4 3.49 - -096  -221
3.5 3.58 - -125
1.6 3.71 -

o a a a ) YY) = ¢ v ¢
NN 3 LN@LUT&]UW]EJ‘U?%WUﬂ’]i‘UiUm{LUﬂqﬁLiﬁluaauVLau ﬂqﬂimﬁﬂqUﬂqim

1A3A-19 LUNANUTLAUTUSEU WU

(%
v a Y

v a A o = Y = ¢ v a
UNLIYUNARWIYUYU 3.1 MﬂqﬁﬂﬁUW'ﬁUﬂqiLiﬁluaau‘lau ﬂqﬂimaﬂquw]imiiﬂﬁﬂ-lg

(%
v a [

$RENINUNBYUNAIAWNIYUTU 1.6

(%
v a Y

Jnissunimdussutu 1.2 dnsusudllumsissusaulad neldanunisallain-19

(%
[ o

TYRENINUNBYUNAIAMIYUTU 1.5

)}

(%
v a Y

o A o a YY) a ¢ o a
Jniseunmaussutu 1.2 Insusudllumsseusaulad neldanunisallain-19
PR8N INUNBYUNIAUSUTU 1.6
o Ao o o b a YY) a ¢ o a
Jniseunmaussutu 1.3 Insusudllumsseusaulad neldanunisallain-19
B I o oA Ao v a b
YoYNINUNSYUNANDUTIUTU 1.6

Y =X a [

nsidfdunesidaaniing nanisedevauLAgIusEnIensntBuneside

NNNN Aun1sUsusnisiseusaulal nelaaa unisaillain-19 taeldann t-test wuin

o w

Tunmsailen Significant level 1nnndn .05 Gawinfu 591 JsUjiasauumgn sgaildudfamie

ananseeav .05

N1SAABUNIADTEAIUAD HANITNAFDUANNAFIUTENINNTHABUTINDTAIUF?

fFun1susumnisseueaulal neldannunisallain-19 taelvans t-test wuin Tuniwsiu

1171 Significant level wirfiu .027 Fatieendn .05 FagousUaNNAgIU

132



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 adun 1 unsaw - Tnuiey 2565

sEsssssEEEEEEEEEnEEnnEnn R

NSNASRUANNAFIUN 2 WeRNTIUNITITEuvasnTsudInanan1sUTuAnIg

seuaaulal meldaaiunisallain-19

MIN 4 LasmMTIeTzanaeeiiemnUadenginssun1sieurestin S eussAulsel SLnownas

Fninsrend damananisususinisseueaulall nelaaaiunisallain-19

Unstandardized Standardized

NHANTIUNSISIUVDIUNISIU Coefficients Coefficients ¢ e
B Std. Error Beta B Std. Error

ATl 1.266 151 8.409 000
puiruARluNISSEY (B1) -.034 038 -.039 -900 369
AuusagslalumsiFeu (82) -.086 040 -118 -2.160 032
punsIAnaTlunIsseY (B3) 169 042 204 3.992 000
prunsiidgunduagnisionlald -196 035 -241 -5.674 .000
fon1sIsuU (B4)
sunszunsaiuaelirmg 85) 300 042 386 7.112 .000
punsidenlamnudfyy wagnis 133 .054 143 2.446 015
ansifomuneuiididty (86)
aunsléinaianiieg wazaunsel 167 046 214 3.602 .000
Frumaslunsiseu (87)
FUNTVAFDUAULDINUNIULAE .085 .062 .086 1.365 173
WSLUAINDUITLTE (B8)
AunagyslunIsaa LN .095 038 115 2.531 012

wiegusEau (B9)

R2 = .636, SEE = .261, F = 62.829, Sig. of F = .000

o o LY

*dpdAgyNszau .05

1NA15197 4 LARIHANITILATIEViadAnnnDENTANNUTY figutsvianua 7 i
JaufueiutgAuRuLUsYeIn1sUSUALlunsSsuesulal aneladatunisallain-19
IaSauay 63.6 Tnenuintladefifinarenisususalunsiouseulat meldaaunisalleina-19 fe
auunsegelalumsiseu drunsdanatlunisisey aunisiannsuaznisienlaldrenisiseu
AunsyuIuMsasazlyamg Frunsdenlamudduarnsansidomunieuiidy

Aunsiivatiaf1g o waggunsaltiewaslunisiseu AunagnslunITaouLarNITLAILGT

9 9

aada [ Aa o

dou pgslltdAysaRanIzau .05 Tngllafiiansuisnldasendsnuialunisvitiuienis

A 1%

wWasuklasweaususilunisseusaulay Meldanunisallain-19 leanan Ao AUNSTUINAIT

q

afawagldaug aumsldnaiaie q wazgunsaldisdslunisseu sumsiananly

133



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

llllllllllllllIIIIIIIIIIIIIIIIIII’

N133eU AuUNISEentIRNdALazN1sInT L aMIUNS sUNdAY Aunagnslunisaau

warmMIwseuiEey Muusgdalunsseu munsiantuasmseilaldienmssey smuaiu

Tagdaudsnensalvia 7 dauus anunseasraduaunisneinsalluguazuuuiu
ENEINTAINGANTIUNTHUVDIUNSHUITAUISHN 81LNOWNAT TIMTNTzE NilNAADNTS

[

USuiinisiseusaulal nelaaaiunisallain-19 fel

aunsluguasiuuRy

y = 1.266-0.086(B2)+0.169(B3)-0.196(B4)+0.300(B5)+0.133(B6)+0.167(B7)+ 0.095(B9)
(-2.160) (3.992) (-5.674) (7.112) (2.446) (3.602) (2.531)

[

%30 auNsFUATLULINATEIL el

A

Z = -118(B2)+0.204(B3)-0.241(B4)+0.386(B5)+0.143(B6)+ 0.214(B7)+ 0.115(B9)
(-2.160) (3.992) (-5.674) (7.112) (2.446) (3.602) (2.531)

waene): lunddu fie Aved t

NSNAFBUANNAFIUN 3 AINIANN8VBIU NI Bud A an1sUTuA NI oY

aaulal neldanunisallain-19

ANSIM 5 LERNSILATIETNAN RN 8YN T 8ANLAANAIAYBIUNS BUSEA VLT BLNBWNAY

U o 1 1 U £Y a [ ¥ a
Jrinsees dwasenisusuminisiseueeulal nelaaaiunisallain-19

Unstandardized Standardized

ANUINNAIIAVDIUNITY Coefficients Coefficients t Sig.
B Std. Error Beta B Std. Error

ﬂ"]ﬂﬂ’ﬁ 1.666 .189 8.800 .000
ussImAnseuesulal (W1) 334 069 335 4.824 .000
Lﬂl@%ﬁ’]ﬂa‘m (W2) .150 .063 A71 2.388 .018
ruinalugUnsaluaumelulad (W3) 088 052 104 1.693 091
AMNEINNTALUNTSIS 8 (WA) -.063 .084 -.053 -.748 .455
AansIu/nsunu (W5) .220 .055 .246 4.037 .000
a@01un15adlAIn-19 (W6) -.178 .058 -.178 -3.067 .002

R? = .326, SEE = .355, F = 26.663, Sig. of F = .000

CZ2) [y

*dudAgyNszau .05

134



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 adun 1 unsaw - Tnuiey 2565

‘llllllllllllllllllllllll‘llllllll

MNANT 5 HanTeTesiadRoanosnaumud Sulsiomn 4§ S
aSungANRULUSTRINSUSUMTunsSsueaulal mulaaniunisallain-19 lasesay 32.6
Tnemusn Yadefisinanenisususalunsoussulat ameldaaunisallein-19 Ao ussenia
nsieuseulal Hemsedn Anssw/nstu aaunisallaie-19 SRR LR IRNGRE
fiszavu 05 Tnediefiansandndsdassiidsunalunisviuienisuasunlamessusaly
ms3suesulatniglfaniunisallain-19 édiige fe usseineansiSeuseulat Aanssu/
A5t Wewsedvn @aanunisallain-19 audey anunseasraduaunisnensallugy
AZLUUAY Wienensainnudnninaresindeussaulsoy snnsunas Sminsyees 4

1 U % a L4 L a v dy
nansgnumen1sUsumInsiSeuseulal negldaniunisallain-19 el

aun1sluguaziuuiu

j/\ = 1.666-0.334(W1)+0.150(W2)+0.220(W5)-0.178(W6)
(4.824) (2.388) (4.037) (-3.067)

[

%39 auNsFUATLULINATEIL el

A

Z = 0.335(W1)+0.171(W2)+0.246(W5)-0.178(W6)
(4.824) (2.388) (4.037) (-3.067)

wewne: lunadu fie Aves t

anUseNansIve

AnwUadeninansznusanisiseussulal neldaniun1sallain-19 vaainisey

seaudisey Tugunounas daminsseed fIdvefusenalanal

[

1. 9INHAaNITITENUIINGANITINNITSouRaulad n1elaaniun1salladn-19 89
inseulusiazeamuazlaesiy egluseauUiunans suniaeiegeen Ao nsasiawsela
Tunsiey uaznszuiumsasaiarldanud Yeaennneaiunaanideves INdTa liAaATAS

wazAz (2564) laAnwUadeninanongfinssunisssuriussuuesulatvssinfne,

a [ 13

Weduwudviasd 1nan un15allalin-19 nudtngAnssunsiuvetinAnwinguiiegi

(%
o

Ul 1 89U 4 agnenImUIUn AnEInINeILasAMENEIUIAAEAS INUEeUANgad
luwsiagsenuuaglaesu aglussauliunan Auniiaeisgddn Ao NTEUINNITTIVTM
Toya wazusapslalunisiseu

usTod e (2562) svuinagiaeu msasusegalalaensauusslugUiuusing 9

Y

' '
C=

Tifudniseu iWeldnisoulinuyadunvissuiuiniu ldeseviedianeaulatsing q

'
v

Tunisas1atussuaiiou daunsuunisouluseAulsouAnwINIaseaUNAININ N15ES UMY

Y

R o 61 Y] & a a ot 9] v a = ] v &
Lﬂi@m’]‘EJE‘N?I&I@@uVLaUTJlIﬂu‘Vﬁ@N']ULﬂi@QN@@@UIaUIUﬂ']iﬁi'NM@QLiEJULalI@uuu WYuldu

135



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

lllllllllllllllllllllllllllllllll’

suwuunmsBsuselaiinads wszuenaninGeuazldiFouismiumiiolluieniouwd
FeeliniFousansauAaiiuniedeunudoasdeliluiui Famsufduiussuinieesilo
wianil shlinZeusanldinmaiioueseuladduliuandwanmadeuilulufesdeu uay
ylsidueeunisSeusuuuutinniy venanddelfagdaounmageutiniisunnauld
anme

2. MWaMNTenuIhrnisnivavesinSsuiunsteuseuladneldaniunisel
Tin-19 Tuusiagsiesuuaglnesiu ogluszdutiunans sudifidedogeqn Aoussernie
msi3vusoulat Fsaenndosiunanuidoes auiiug davgns uay 2ouLAY A3 el (2564)
I¢Anmauieladesunuunsdsunisasuesuladluaoumsninsssuinvedlsafioe
1A3A-19 v9un1Ing1dssidn nuadgmlunissvunisaeussulailvessumiIngrausdn
MnmamsAne wulymiferduaunsluniseu mssunuvesanmadeuseuinwaziSoy
Yo Mua/nisthu wesAuly Fen1edeu nisaeusuvosulatibu iteidefe 1Hunns
aouildumsieansmaier flemafnrruiianainlunisiui msdidsgunsalisouseulat

=) L a v o

[ ) v ¢ [y cA A =3 [ a s f @
VLQJ’J'V‘\]%L‘U‘U nsviad Wnsdnyidode WIULEn ADNNILADS NIDAYUIUDULNDILUNUUYDINNA

=

Aseulaifiannglunisiseuw [Wusu

(% 1%
a a tY = I

aaunsseulaglddessulategrelissdvianiu Yuegiudsindeuuazanin
JaymvesanuAnuiudazivs vindeen1sislsednsamvesdseauladunldlvuiniign
AsuaNUABUAMUANIAY WazunsnIssamiuraned 1y (wsn3 Sulles waz nsng Suides,
2561)
a o 1 v} L% = '3 ¥ 6* a
3. IARANITITENUINNISUSTUAINSSsueaulad nreldaniunisailadia-19

'
1 a

lnesawegluszauliunas aunlidnaivgeanagluseauun fe nsUTufRueTTUa]

£ o o a

SushuAsana wazay (2564) laanw

v 9

WARZUAAS T9A0AASINUNANUIILVRY LUSIAN
n1sususnneldantunsalnsunsssuiavedlsaiadelisalalsun 2019 vesdniTeud
Jseufnwdn 6 lsaseusdtdysay nan1idenuindniieutuldseudnuln 6 dnsusum
melaanrunisalnisunsszuiavedlsafnialifalalsun 2019 lnennsinegluseduuin
A a & v oA v U v % =i @ U W = Yo
wazidleisadusigaunudt dnmsusudiudiaugenaadududunils sesasn laun
AUENTHR] ATUNSITEU LagAUNMTINTINAINTIY MuERU Fainsdinausuiiegluseiuin
ity
a £ o o =~ v o 9 ¢ 1w o av v A
AT StySeuesana wavaniy (2564) lavihnsdunivalnguinieou naflausdin
Unseudilannuendunviwesngiasiousntwsey Juanseansennumiveniiula
wazdrewmieiulumsissunauuvesulatduazesulyd viliaunsanivaue sualvemuLes
Iaduegnafudifivgnisallunslaaenufinuivsonsussmenuiidss deiliauediannse

wFeunlsaseurioinguassane 9 Tunisadudiniany

136



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 avun 1 unsay - Tguieu 25

‘llllllllllllllllllllllll%llllll [

4. MBS sUTBUNgRnTIunsUTuRINMsRaueaulall Tuanunisallain-19
yostinZousyiusTson lusunounas Swinszans Al e sefutuitimgaSou mstreuiiomes
g Msdsdumedidinaniiin fiswasBoasaoluil

4.1 Wnispudseulusinounas Seninszees Adlme waznsididdumesidn

INANN WHNFIAU Tansenuaon1sUsumInNIsSsueaulatneldaaiunisallain-19

aa [y

Biunnaneiu egrefidedAynnedfinszau 05 Fsiidulumuaufgiunmmun wandliiiuii
PniSeuiianua1unsaUsuRIR a0 1UNTAINITLNTTEUIAYRY COVID-19 Tondundned asviau
TAiuI e wazn1sndedumasiinainiin luldvsvendesesunisusudnenadiu v1dl
91 laannnEsuTlALEINNTUSUSA RN UNTITAINISENITEUIAYR COVID-19 Tendu

I A o Yo a o A v a % 1Y fa a X Y &
at19f ibiiniSsunnauinAunserinigdeasousuasdlaaounsaliietu wieun
USuiaeindinvewesludgudislvl (new nomal) lundeuiu laun 33An 8msisews
Asnsudaienised sauiuludenuuaznisiinlauanadu wag nany. Sadvayulagd

| A o oA vaa ¢ & a ¢ = v Y aw

1MnssTIsaatnis e TrildumesinldlunisiSeusaulall FedenndaanuiuiITevas
o o & ldy 1 v = a U a U % 6 d'

gUAaA walee (2564) 53U71 UNANYINRINGIAEARUINT WILTIYWAUINIUNT NAUN
lasunansgnuainlain-19 vinlinnauldlusunsuadie o dulunun wazuiasinisiney

Y 1 a I | | = = ¢ a v < <
aduayuaunsseuluegauin 1wy Semunsfne gunsal Fundeuidauas wiinina
a ¢ @ = o b4 a a G’Jj = a
dumesiiln Jvhlinausiinginssunisaslaiseussulatluaniunisallein-19

4.2 Uniseusenlusnownad JIATEead NHTEAUTUS s kagnSLABUR LA

AU WNANeNUY TnansenusansUsusinsissusaulay Meldaniunsallain-19 wananeiu

I A v o W aaa [y} =~ & a A o zué’.’ad Ao o e
agfltdAgyEdanszau .05 Fudulunuauufigiuiininun seautussunmadine
onlasnnminglunisfnevesinS sululsasseaunanaanu iinesdu sesuiseudu
WsesyAudseulate Nnauaudganinglun1sfinw Ae n15aUNsAny Fauanaeiulaiy

| (% | 1 a [y < v o Yo a |

WIRHAEIUAIYRILARZUAAR LU SEUIUTEAY 1.3 AfeenisiiaiusluldregeniTeusaly
angenTwsoaeandey @ w6 Afesnsihanuilvlinesenseudelusziuumnine de e
A3 lUsgneuedn afunglalidunuewmionseunsa Jeaennaeaiuauideves
N33RNTT wauanl wazane (2563) laAnwinisusudlvestnAnwiluaniunisallain-19

[y

TinguszandiiafnwiwasiUssuisunisusuiavesindnwluanunisalladn-19 nan1sAne

v =

NUI1 UNANWIAULANYIANERNS UNNINYIBESIUALAS Tn15USURluan Iun1sailAin-19

CY

=2 da o ¥ o v oA v o a W
UnAnwndseautuduanaeiuinisusudiluaaunsalladn-19 wansai
nsflaeufiamesaud wiwindgmmuiawnaulassasisiugiusiumalulad
< o v ! LY = ¢ 2 v a [ LY
Juglassedfgdenisinnisiseunmsasuesulay Jaudunivivesszlunisdamuaznszay
JadenugnumallimhdwndnSeunneu ludiuanuaiunsalunisissuesulatveningeu

L4

GviAY Hne

a

FJUNA LATAE, 2563)

137



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

lllllllllllllllllllllllllllllllll’

5. ian1sIAsIEannes e dadengfnssunisideuvesiniSsusefudse
gneunas Jaminsrees dawaren1susudinisseusaulal aeldaniunisailain-19
wui fuusdaseifsualunmsvhuensdasundasmesufuiilunisBouseulat aeld
anunsallain-19 Wdfan Ao funsruaunsaauarliannng Jsaenndosiunguinis
Goudvesnue seyinlussninediinisSeunisaeutu dasumsinisdanssuiunsaouls
wnga Wislinisdsunsaeuinausuiu aonndesmuununisaey TausariFeuls
ANIIULDNADATLELLIAVBINTIISY

nsnsedul Feudeanunsalduluigtuiedeslondrdundeu sauvedina

Y

WiESeuay rensedulazfgalidiseuaulanisiiouiuiy n1sudeinguszasdnisiseu

Y
[ '

=] = = & v v A v o v o | =
Wennsiseu wagidenlesilomluiideinuuduiitedagdu Yredunisnuniuiay
= v ° o = & Y] o v i oA PR
wisuanunseudmiunisiseuluilomdagiu mdunaiSousegswialiios TnglifiTeu
Unndesnaeuiiames viselnsdmidefetieidunsusadugeulusewninadeu wu n1sany
mawlutuisey nsdu Jiseuliendegdluiiteny q suvslideyadeundugiseu Jawhln
a v a o o & = = v A
AU laniasaiuiLTy wasnsasunanisiseu Jeymadassanmsiseu Jelauanugdu 9
noun1sauitenisiseu Preidulszlevilunisusulgansasunassdalulvivsza@nsam
1nNTU (e 1Y wazAug, 2563)

6. HaN13N133LATIZRaRn BN N1 TaTBAINIANAIaTRIUNITBUT A VLTSN
gLnounas Jminssees dwasan1suiusiinsieussulad melsanunisallain-19 Tnewuin
JadeiiinadonsususidlunsiSeuseulal neldaaunisallain-19 uniige fe usseINA
nsissusaulal denaneiiunuIdeves 1dTa EAa1ATAS wazAne (2564) S¥YIINITTA
UssmANsiseunsaeuiderenisiieusilunisduaiunssuiunisfniisliindnyiin
HASNSMITEUITANY JedamalilinAnuiingAnssunisisounfdiuan muinasunen1enIm

a o aa PV K% = % = a Al Yo Yo
WazAIIEANUATAINNINEEBAalr Sutarnunseuvesde/ waluladiislidndnwlasu
Usglerunsissumsasususyuvoaulal Ussneumy do/gunsaliesseu wsenauiines
Auled ansauma fosayn naenauussenandenensieuiddmaliindnwmingfnssy

a Aa
NTILIYUNA

Jarauanuzlunisiinanisiaeiulduselevd

(%
va v

Tunsviideassll Rdulamunanddn@aandulselovideduims a3 vedsaieoy

Y

seauisey Tusnonnad 39aminszead e lusssan dude

1) malsasgursenihgnuiiiedesnisduaiun1sinnisiseunsaeundaunm

a

seuNAsEINAINg Avteumalulad dannaeus fiseuinmuessy d3na1snsaey saiaun

a

v e Y] Y] a A o
Q‘JJL EJ‘LWJﬂﬂu Iﬁllﬂmaﬂ‘l%u%LLagmﬂﬂgﬂ']iLﬁUu%ALUﬂG]']iiUVl 21 'E]EJ"N?J?\I'J']@JZ‘:ISU

138



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 adun 1 unsaw - Tnuiey 2565

‘llllllllllllllllllllllll%llllllll.

Y Y a 1

2) fapudoanseduligisou adrsusseniadidadeniaiiou TigiSsudamaniud
Fidsuasumuzuinsdauniiunsdeu wu Tuieseu wielfenudnfideuld fddyie
FyaaBumesidnivilinmaSeunsaeuliiazan fisFou wagyilanselulasinudmsu
msldmeududasu warmsvandssdsivilidsauns Liieedunisdeailede Tatumaves
Fuiwyilideanns

3) ysan1siseunsasuiuuesulatdiniunsissuimenues lun1siseunisasu
sULULUNA msaunnldneuiussninsguasiuinfounaduFessnd widmiunsitou
nsaeuuuvooulatiy fodudesionn fededifnvesnmsunsndourondssiiagsili
ussemaneluioasougtuiulumn Wedunsuidam meaaufnwasdaudans
Foumsaeusenuaessvey vikdo nadouiienues warnadouilududounuueoulad
TudruvesnaiFouifonuiesiu {Fsudamdniufiazdoninisenidenunioudimin
delildmsuigSeuiianulidlanssdnlaventen Womsdaeunsuldfedgmany
laidlasing 4 Seagannsnsenuuunadounsasuluduioninduldgniedaeiululy

1 A a [ Ql' = V1 PN = [y & [ = N <
FIUNNAANUEFUNINYIE R Liﬁlﬂlﬂ?’]"ﬂ’]ﬂ'ﬂLﬂﬁlﬂqllﬂﬂﬂ'ﬂllﬁﬂﬂEJIULUE]M’M&QF’T]UGEJU wWasudu

guinneuwdINasdensslnudsresaaunuanlugUuy “Flipped Classroom”

LONENTD19DY

NUNNS A9Naasd. (2564). 1AN1NISUSUNIY9N15AN ) lugA New Normal. ufiann
https://www.ets.kmutt.ac.th/post/new-normal-in-thai-education

N33ENS wauan uavae. (2563). n1sUsuivestindnyiluaniunisallain-19.
213875 495, ywemIANTUINTIAL, 6(2), 79-92.

fgUdast wihBe. (2564). wgdnssumsadlaiseuooulaluanunisalladn-19 veaindnu
UNINENFEAAUINT Wiz TI1vIIauInduns. (MITeseurradsayanUndin).
WMINeNdeRaUINs, IenvANIEIwIIEuINduns, uasugy.

ussud Huiles. (2562). 7 ﬁ@ﬂ%gﬁ?fﬁﬂﬁ§7d?}gu4?UUﬁﬁ@Mﬂ71/V. duAuann
https://www.trueplookpanya.com/education/content/73708/-teaarttea-
teaart-teamet

uitw yyasden. (2554). msUsUsveanseT Sy n ST 1 AaineImans
unIneraeysn. UaviawdIyaydade). ininedeysnn, ¥ays.

1378 \EAaAIAS way A, (2564). WeANIINNITIFEUYaINANYINGTUIaRBNIREY
wuueeulall ¥9an1unsallalin-19. 2958790 1IWE IV IAUAZATIAN Y INDIANATI

YINTUALAUNINMITANYIFOITUNTLUTUTITYUN, 14(1), 33-47.

139



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

lllllllllllllllllllllllllllllllll’

w513 Il uag NIng Iulles. (2561). U3 ViAUAR LagngRnssuvesine
Fmauasadsssusy lunslidessulmilunsiGou. nsarsvaudiiadny
umIneraes1viglageansallunsyususiyUdus, 12(2), 188-95.

WsnANS Syfauedana waganis. (2564). madsaidumsdnnisSeunisasunislng
Tuanunsainisunsssuinvedlseindelifalelsun 2019 nadlszdudu
fsenAnuU 6 Tsadousddysay Tagldmsusaiuuuuisaiu,
AIANTNITANY AL NITHRILINYYE, 4(2), 30-45.

W1 Ml wavane. (2563). N133nN1SSEUNsaauLUUaaulatngldaa M salungsEuIn
v04h158 COVID-19: LwIRnuazn15UszynAlddnnisiseunsas.
1IMsAUIOUNTET 9: 1SMITFUTIUGUIWAOUTEAMINA BN, 14(30),
285-298.

Wil fnasara tagaue. (2563). anunsonlunisdnnisiseunmsaeuseulal neld
anunisalszualia Covid-19. 2138I5MIA0TNITAN Y IUAL NI THRILINYYE,
4(1), 44-61.

[

guilug davgns way Ay AT, (2564). N1sANWIANUTHalasegULUUNSISEY
nseeuseulaluaniumsainisszun vedseRndelein 19 voumine deSddn,
Ty tona1sduiilosainmsyszauinmssedvnd umine1desidn Ussoill 2564
(u. 1-12). Unusnil: uminendeads.

Borkovec, T.D., Ray, W. J. & Stober, J. (1998). Worry: A cognitive phenomenon
intimately linked to affective, physiological, and interpersonal behavioral
processes. Cognitive Therapy and Research, 22(6), 561-576.

Moawad, R. A. (2020). Online learning during the COVID-19 pandemic and academic
stress in university students. Revista Romaneasca Pentru Educatie
Multidimensionala, 12(1), 100-107.

Rogers, C. R. (1967). Client-centered therapy. Boston: Houghton-Mifflin.

Spielberger, C. D., Gorsuch, R. L. and Lushene, R. E. (1970). Manual for the State-Trait
Anxiety Inventory (Self Evaluation Questionnaire). Palo Alto, CA:
Consulting Psychologists Press.

World Health Organization. (2020). Coronavirus disease (COVID-19) questions and
answers. Retrieved from https://www.who.int/thailand/emergencies/
novelcoronavirus-2019/cg-a-on-covid-19

Yamane, Taro. (1973). Statistics: An Introductory Analysis (3rd Edition).

New York: Harper and Row.

140



NIATIPINTNINAIAUEENITIANT Wy Inendemnalulagsvunadyys

U7 9 adun 1 unsaw - Tnuiey 2565

‘llllllllllllllllllllllllqlllllllll.

THE COMPETENCY MODEL FOR SURVEYOR COMPETENCY OF
LARGE-SCALE IRRIGATION PROJECTS IN THE LAO PEOPLE'S
DEMOCRATIC REPUBLIC (LAO PDR)

Vorlachith Sisouvanthong ' and Pongsiri Kamkankaew!”

Received 6 March 2022
Revised 7 June 2022
Accepted 9 June 2022

Abstract

In the Lao People's Democratic Republic (Lao PDR), human resource development
is critical. In the Lao PDR, competence drives the growth of human capital, particularly
in the construction of surveys for massive irrigation projects. Large-scale irrigation projects
begin with surveyors contributing to design and construction monitoring. This research aims
to create a core competency model for surveyors working on large-scale irrigation projects
in Laos. The goal of content analysis is to synthesize qualitative research findings into
a coherent whole. According to the findings, surveyors of large irrigation projects in the
Lao People's Democratic Republic have three complementary performance characteristics.
These are knowledge characteristics, skill attributes, and personal traits. The outcomes
of this research will aid in the development of human capital and improve irrigation
surveying capabilities by utilizing human resources in the Lao People's Democratic
Republic's exploration of large-scale irrigation projects (Lao PDR). The findings of this study
can be used to improve the professional potential of irrigation surveyors in the Lao
People's Democratic Republic by planning operations in various domains and applying
the body of knowledge in the classroom. Governments and related government
agencies can also use the research results in the Lao People's Democratic Republic to
plan, educate, and develop surveyors' capacity to perform successfully and efficiently.
Further, survey participants' organizations or agencies may use the data to improve

explorers' skills and expertise. It may allow the firm to find new potential in its
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personnel, allowing them to learn new skills and allowing the corporation to start new

businesses that will benefit the company.

Keyword: Surveyor, Competency, Large-scale Irrigation Projects, Lao People's

Democratic Republic

Introduction

The Lao People's Democratic Republic (Lao PDR) is a developed nation that
is expanding at the highest and fastest rate among ASEAN nations, due to the acceleration
of the investment and construction sectors. While economic growth is at its peak,
there is an insufficient labor supply. Lao PDR has adopted the Economic and Social
Development Plan 2011-2012, allowing talented foreign employees to work in Lao PDR
so that their knowledge can aid in the country's development and investment in
next fiscal year's initiatives (Bureau of ASEAN, Department of International Trade
Negotiations, 2016). The Laos Ministry of Planning and Investment has stated that
increased investment forces Laos to hire more foreign workers because Lao PDR is
unable to provide sufficient labor for the expanding mining and hydroelectric
sectors. However, Lao PDR educational institutions are able to produce enough
graduates to meet labor market demands. Due to the small number of higher education
institutions, the majority of professionally skilled people are imported from Thailand
(Browne et al., 2016). In accordance with global trends, natural resources are anticipated
to contribute to the economic recovery (Chandramohan, Perera & Dewagoda, 2020).
However, the Lao People's Democratic Republic still has a serious shortage of
professional and lower-level labor, probably due to the country's minimum wage. So,
one way to raise wages in the member states is through the ASEAN Community (Chamikara,
Perera, and Rodrigo, 2020).

ltaku & Ramadani (2020) and Kamkankaew (2021) assert that skills and
craftsmanship are crucial to economic development and economic progress where the
surveyor is a professional and skill-based worker. Therefore, workers in this industry must
possess skills in the following six areas: Data Collection, Development, Process Field,
Communication and Control Survey (Daouk, Sahakian & van de Vijver, 2021). Several
areas of expertise are required for irrigation projects, which have already been researched.

In addition, they undertake public hearings and public engagement processes in the project
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construction process, collaborating with or supporting the actions of other pertinent
authorities or assigned projects (Nkado & Meyer, 2001). The surveyors of large irrigation
projects must be prepared to assist in maximizing the potential of the operators,
regardless of whether they have basic knowledge of irrigation surveys, such as surveying,
mapping, designing large-scale irrigation projects, surveying for large-scale irrigation
building construction, and surveying for improvement and maintenance (Eckel,
lacovone, Javorcik & Neary, 2016). Therefore, to satisfy the water needs of the populace
and for the nation's welfare, (Horvathova, pkova, & Mokra, 2019), The human resource
development of the survey service business of large irrigation projects will generate
learning opportunities for workers. They create value for themselves and the
organization to be acknowledged, allowing the survey service sector to have
individuals with sufficient standards to support the transition and growth of the nation
and to be globally competitive (McCartney, Murphy, & Mccarthy, 2021). There is no
program that produces surveyor graduates. In addition, there are still insufficient training
opportunities. Moreover, irrigation surveyors lack the information, competence, and
abilities necessary to be an irrigation surveyor, as they lack field experience in
a variety of situations (Nguyen, Haar & Smollan, 2021). To be on par with surveyors in
ASEAN countries, we need to improve or build up the skills of our irrigation surveyors
so that they are efficient and skilled enough to help the economy grow. The lack of
skilled labor in the Lao People's Democratic Republic has become the country's most
pressing issue. Historically, the government's major focus was soliciting foreign direct
investment (FDI) for the purpose of boosting its development. First, the abilities and
competence of Lao workers do not match market demand, and second, there are
no restrictions governing the transfer of knowledge from international enterprises.
Second, a growing number of young Lao employees are leaving the nation. In 2018,
over 120,000 Laotians traveled abroad for employment, with Thailand being the most
popular destination. Therefore, the bulk of enterprises with foreign investment import
more labor than they employ domestically. The majority of foreign investments in the
Lao People's Democratic Republic come from China, followed by Vietnam and
Thailand, creating a labor imbalance issue. A labor shortage problem, on the other
hand, needs the importation of foreign workers; yet, the number of domestic workers
has exacerbated unemployment. So, it is up to the Lao People's Democratic Republic to

improve workers' skills so that the unemployment rate goes down.
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This study provides a competency model for surveyors working on a huge
irrigation project in the Lao People's Democratic Republic (Lao PDR). It investigates the
context of the current state of the surveyor's competence in large-scale irrigation
projects, investigates the surveyors' required competences, and produces the surveyor
competency model for large-scale irrigation projects. The research data will be used
to enhance the ability of irrigation surveyors to have specific knowledge and skills, as
well as their competence, through the development of basic survey work knowledge
for use in irrigation surveys, such as surveys and mapping for irrigation project planning,
surveys for irrigation building construction, and surveys for improvement and maintenance.
It is also the country's progress in the agriculture sector. In order to satisfy the water

needs of the people and steer them toward the nation's best interests.

Research Objective

This study intends to create a model of surveyor competency for a big irrigation

project in the Lao People's Democratic Republic (Lao PDR).

Literature

Eckel, lacovone, Javorcik & Neary (2016) Lee & Kim (2018) Citaku & Ramadani (2020)
McCartney, Murphy, and Mccarthy (2021) defined competency as the group of knowledge,
competencies, skills, and attitudes necessary to work effectively and efficiently, attributes of
individuals that influence behavior and performance, with skills and knowledge
constituting a portion of these attributes. The abilities, attitudes, mentality, values, and
behaviors of people who excel in a particular occupation (Mishra & Jha, 2017).
Competence is the capacity to conduct activities in accordance with specified standards
(Nkado & Meyer, 2001). Performance is the set of traits that help people do their jobs
better or make them more productive (Redmond, 2013). According to this concept,
competency is the determining factor for the success of a job as an input. Competence
refers to the information, abilities, skills, attitudes, behaviors, and characteristics that
an individual must possess in order to be able to use them in the performance of their
duties (Smolinski & Xiong, 2020). Responsibilities in the work role and as required by the
organization to accomplish the job's and agency's objectives. From a survey of the
literature on competence's definition (Redmond, 2013), it can be stated that

competence is knowledge (Mishra & Jha, 2017). Individual abilities, which are realized
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or not, are based on employment possibilities or self-discovery to uncover latent
capabilities that can propel the organization toward its objectives (Podmetina, Soderquist,

Petraite & Teplov, 2018).

Research Methodology

This qualitative study seeks to design a surveyor competency model for
a large irrigation project in the Lao People's Democratic Republic. This research was
required to comply with constructivism as a research paradigm. The key informant has
become an expert by focusing on a purpose. As a sampling of this research to discover
ten experts who can address the researcher's research questions; the first, academics
who have published scholarly results or conducted research on large-scale irrigation
projects in the Lao People's Democratic Republic help compensate for the first group
of specialists. The second group of experts is made up of executives of government
agencies who are in charge of developing strategies, plans, projects, and other activities
related to large-scale irrigation projects in Thailand. The Lao People's Democratic
Republic is a country in Southeast Asia. The third category of professionals in the Lao
People's Democratic Republic benefits from the surveyor competency model for large-scale
irrigation projects. Two parties of the Lao People's Democratic Republic have been well
trained and experienced in working on large-scale irrigation projects (Lao PDR).
The opinions of experts on the format's suitability are indicated by their experience
and opinions. Using Data from expert sources is sorted into categories and then
selected for analysis in content analysis, resulting in data that has been linked,
organized, analyzed, and examined. For research instrument, the five specialists in
human resource management and qualitative research examined the structured
interview as a research instrument. This research uses double-checking the accuracy
of the data have gathered to assure its legitimacy and dependability. The triangulation
principle is used to ensure that inductive and conclusive findings based on research
and data analysis are correct. This triangulation has to do with certifying surveyor
competency models for large irrigation projects in the Lao People's Democratic Republic

and figuring out if they can be used.

145



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022
@ rrssassssnEssasEEEmAEsEEEEEEEEEE >

Results and Conclusion

The development of a model of surveyor competency for large-scale irrigation
projects in the Lao People's Democratic Republic (Laos PDR) can be achieved through
the analysis of data on the development of a model of surveyor competency for large-
scale irrigation projects in the Lao People's Democratic Republic (Laos PDR) (Lao PDR).
It is significant in the Lao People's Democratic Republic (Lao PDR) to synthesize and
design the issue of model development of surveyor competency in large-scale
irrigation projects and the study of documents, concepts, and associated research.
Therefore, the Lao People's Democratic Republic (Lao PDR) describes in detail the

surveyor performance model that should be used for large irrigation projects.

Large-scale Irrigation Projects in the Lao People's Democratic Republic and the
Importance of Surveyor Competencies (Lao PDR)

Numerous nations' economic progress has been impacted by globalization's
fluctuating conditions. The Lao People's Democratic Republic (Lao PDR) has produced
the eighth Five-Year Economic and Social Development Plan since it is one of the
countries that recognizes changing realities (2016-2020). First, they are making sure the
country's economy grows steadily and in a balanced way. Second, they are improving the
abilities of both the public and private sectors by developing human resources. Finally,
they are protecting the country's natural resources.

Additionally, the environment must be conserved and appropriately utilized
for sustainability. In particular, they are expanding the nation's economy to attain steady,
balanced, and robust growth by bolstering its primary industries through the expansion of
economic activities like agriculture and forestry. In the Lao People's Democratic
Republic (Lao PDR), large-scale irrigation projects are needed to provide water for
planting. Developing water sources for agriculture in the irrigated area, which can use
some of the water from the irrigation system, can also be used for agriculture.

Therefore, irrigation project surveyors are the first individuals to provide
information regarding project implementation and cost-effectiveness evaluation in
irrigation project construction. Therefore, surveying is a necessary activity. To fulfill their
objectives, surveyors for large-scale irrigation projects must possess the necessary traits
and qualifications. Consequently, the competency of irrigation project surveyors is

crucial and one of the determining elements for the successful implementation of
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irrigation project surveys by relevant organizations. Those who work as surveyors and
conduct surveys are accountable for boosting the productivity of survey data. Because an
explorer's competence is an indication of greater performance, and superiority is
expressed via knowledge. The competence and self-worth of large-scale irrigation
project explorers in the context of the organizational environment results in large-scale
irrigation project surveyors who are devoted to achieving the intended goals of the
organization.

The Model of Surveyor Competencies for Large-scale Irrigation Projects in the
Lao People's Democratic Republic (Lao PDR) was created for surveyors of large-scale
irrigation projects as a reference for self-improvement and professional surveyor
development. It also gives surveyors of large irrigation projects in the Lao People's
Democratic Republic (Lao PDR) information about how well they are doing so they can

keep doing their jobs well.

Large-scale Irrigation Projects in the Lao People's Democratic Republic: Components
of Surveyor Competence (Lao PDR)

The components of the competency of the surveyors of large irrigation projects
in the Lao People's Democratic Republic (Lao PDR) are comprised of three elements:
knowledge characteristics; skill attributes; and personal attributes.

Knowledge: Explorers of large irrigation projects in Lao PDR acquire and gather
knowledge through education in educational institutions, training, seminars, and self-
study. Including data gleaned from discussions, exchanges of viewpoints, and sharing
of experiences with experts on surveying big irrigation projects.

Skill: Skills are the ability to do or complete large irrigation project surveying
operations. They are learned, developed, and trained to become proficient, and then
used in project surveying operations in the Lao People's Democratic Republic.

Attributes: Attributes are the thoughts, feelings, attitudes, and personalities

of the people who found or made the big irrigation projects in Lao PDR.

Knowledge Competency Characteristics

The knowledge competency features of surveyors of large-scale irrigation
projects in Lao PDR are comprised of two aspects: knowledge of large-scale irrigation
projects survey and knowledge of systems and methods for investigating large-scale

irrigation projects. The following is a description of the dimensions:
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Surveyors of large-scale irrigation projects in the Lao People's Democratic
Republic are required to hold either a vocational certificate in surveying or a bachelor's
degree in surveying engineering, irrigation surveying, or a related discipline. If the surveyor
does not have surveying experience, he or she must have other qualifications linked to
irrigation project surveys or qualifications recognized by the government of the Lao
People's Democratic Republic to conduct confirmed surveys on irrigation projects. The
working surveyors are familiar with large-scale irrigation project surveys and can explain
the rules, regulations, and methods for surveying large-scale irrigation projects.

Surveyors of large-scale irrigation projects in the Lao People's Democratic
Republic must be familiar with the protocols and procedures for surveying such projects.
That is, explorers of huge irrigation projects in Lao PDR on the system side must have
knowledge and understanding of the composition, regulations, and criteria for performing
surveys of big irrigation projects. In addition to being able to describe the scope and
convey the characteristics of the elements, rules, and criteria for conducting surveys
of large-scale irrigation projects, including surveying irrigation boundaries, surveying and
repairing irrigation areas, surveying for land surveying for irrigation, and surveying
irrigation boundaries, the candidate must also be able to survey irrigation boundaries,
survey and repair irrigation areas, and survey for land surveying for irrigation. Surveys
of soil mechanics, geology, and the development of large-scale irrigation projects, etc.
Regarding operational procedures, surveyors of large-scale irrigation projects in the Lao
People's Democratic Republic must comprehend the scope of operations for surveys
of large-scale irrigation projects, the steps required, and the several types of process
diagrams accessible. It can also explain how to deal with papers or forms related to
survey work on large irrigation projects, as well as methods and procedures that surveyors

working on large irrigation projects in Lao PDR must know.

Skill Competency Characteristics

The skills and competency characteristics of surveyors of large irrigation projects
in Lao PDR consisted of five aspects: measurement and data collection; the development
of the survey; the data review; the survey process; the communication skills; and the
survey control, which manifest as behavior in the proper operation according to the

roles, responsibilities, and duties of the irrigation project survey.
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Measurement and Data Collection Skills

The measuring and data collection skills of surveyors of large-scale irrigation
projects in the Lao People's Democratic Republic consist of four sub qualifications:
data collection by measurement; search and acquisition; availability and maintenance.
Using quality assurance standards, maintain satellite navigation and surveying equipment.
The following is a description of the dimensions:

The capability of the surveyor to select a data collection approach for
large-scale irrigation project surveys The surveyors measured and validated the
redundancy of data from surveys of big irrigation projects adequately. Irrigation project
surveys allow surveyors to confirm correct and regulatory measures. Using existing
procedures, surveyors may accurately evaluate how to quantify data from surveys of
various irrigation projects. The surveyors were able to accurately and precisely evaluate
the efficacy of the data from the implemented irrigation project surveys. Also, surveyors can
choose how to collect data and solve problems from irrigation project surveys.

Ability to search for and analyze the requirements for information connected to
surveying irrigation projects, such as geography, area databases, and survey background
information.

It is where explorers may use their understanding of GNSS observation concepts
for the operation and maintenance of satellite navigation systems. Survey instruments can
specify observation procedures, calculations, and assessments of GNSS observations'
validity. The surveyor can determine and calculate the GNSS coordinates based on the
coordinate trend encountered by the GNSS. The surveyor must be able to detect and
explain the utilization of anomalous sources of GNSS observations using various GNSS
techniques. Surveyors can send GNSS data to other ground system organizations and work
together to use the data to their advantage in their surveys.

The surveyor's capacity to discuss the survey's quality assurance system in
detail. Surveyors must be able to use the quality assurance system for surveys and

keep getting better at following quality standards.

Survey development skills

Survey development skills for major irrigation project surveyors. These comprise
four sub-qualifications: work ordering abilities; topographic surveying skills; quantitative and
sizing skills for large-scale irrigation projects; and occupational health and safety

compliance skills. The following is a description of the dimensions:

149



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

.lllllllllllllllllllll ------------ ’

The surveyor must be able to precisely define the technique of sequencing
the irrigation project surveys in Lao PDR, and the surveys must be properly prioritized.
Surveyors are capable of reading, interpreting, and comprehending blueprints and
planning the building of irrigation projects. Government agencies may be reached by
surveyors. Additionally, construction workers and other consultants rely on an efficient
method of job sequencing. With a well-thought-out plan, the surveyor can work with
the other parts of the re-measurement to get accurate and enough data.

Using ground tools and GNSS, surveyors are able to complete a topographic
survey with a diversity of topography according to the survey objectives in Lao PDR.
The explorer is able to explain the origin of the survey findings and accurately record
the data. Surveyors might collaborate with necessary parties in order to remeasure
topographical data in order to acquire accurate and sufficient information.

Because the surveyor can collect accurate topographic data to meet
organizational needs, the number and size of irrigation projects in the Lao People's
Democratic Republic (Lao PDR) can be accurately calculated and reported.

The surveyor's ability to explain occupational health and safety regulations
when doing survey work means that the surveyor must always be able to follow the

rules for health and safety at work that are set by the law.

Survey Process Data Validation Skills

The survey process data validation abilities of renowned irrigation project
surveyors consist of five sub competencies: the ability to identify errors by viewing
current data and the ability to use existing data to create new data to ensure accuracy.
Required and acceptable talents include the ability to combine current data with new
survey data, plan with precision and clarity, and construct and implement electronic
survey models. The following describes the dimensions:

For the surveyor to be able to identify flaws in existing survey data, he must
recognize errors in data he and others have provided. Utilizing quality assurance techniques,
surveyors can detect and avoid errors. Surveyors can be held accountable for their
own and others' faults and they can advocate improvements based on data inaccuracies
made by others.

The capacity of the surveyor to explain how to utilize existing data to generate
new data is precise and suitable. Surveyors can validate existing survey data for

correctness and reliability. Surveyors can identify and limit the survey data they collect
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accurately and responsibly. In their surveys, explorers are capable of precisely and
adequately generating fresh data. Explorers can solve problems that come up when
new data is collected for the survey to make sure it is accurate and useful.

With the surveyor's capacity to describe how to gather existing data and how to
collect data for a new survey, the limitations of existing data can be accurately identified.
The surveyor appropriately determined the limitations of the provided data. The surveyor
was able to appropriately evaluate the limitations of the provided data. The explorers can
work in concert to acquire the data for the new survey.

The surveyor can properly and clearly describe the planning process and
accurately and clearly detail the plan's components using computers and programs.
The surveyor can precisely and concisely create a well-planned, objective-appropriate
plan as well as handle planning challenges.

With the surveyor's ability to use a computer to correctly and electronically
represent the schematic components of the project, the surveyor may build precise
digital models of real surfaces. The surveyor was able to properly and transparently
attach characteristic data digitally. Explorers can accurately transfer data between
several survey data formats. Explorers are able to solve problems that come up

during the creation and use of electronic model plans for surveys.

Communication skills

The communication skills of surveyors of large-scale irrigation projects in the
Lao People's Democratic Republic consisted of four sub-qualifications: general
communication skills in surveying; the ability to speak at meetings; the ability to write
survey reports; and the ability to give recommendations. The following is a description of
the dimensions:

Surveyors are able to use electronic communication technologies for effective
operations; to communicate well vocally and in writing; and to suggest difficulties to
colleagues in a clear manner.

In discussions with individuals involved in the survey of large irrigation projects, the
surveyor can present the survey and its problems in a straightforward, pertinent
manner.

Regarding the survey of large irrigation projects in Lao PDR, surveyors are able

to generate reports consistent with survey principles and reasons that are valuable for
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surveys, colleagues, and stakeholders. Based on the scope of their job, surveyors can
create a certificate relating to the survey of irrigation projects in Lao PDR.

Depending on their capacity to assume responsibility accurately and responsibly,
the surveyor is able to engage with colleagues and stakeholders about surveys of

large-scale irrigation projects in Lao PDR and give them thorough advice.

Exploration control skills

The following four sub qualifications comprise the survey control skills of big
irrigation project surveyors in the Lao People's Democratic Republic: Knowledge of the
Geographic Reference System, Survey Integration Control, and Measurement and
Control Enhancement. in horizontal surveys and measuring and the enhancement of
vertical survey control. The following is a description of the dimensions:

An explorer is able to develop a dereferencing technique to survey big irrigation
projects in the PDR precisely and appropriately. Exploratron must undertake surveys
of shortcuts and intersections by precisely estimating their geographic coordinates.
Using the UTM (Universal Transverse Mercator) system precisely and appropriately,
explorers must undertake surveys of short-cuts and intersections. Using the program,
an explorer must convert the three-dimensional coordinates between the system and
the data, which is the reference point, in order to estimate its position on the Earth's
surface properly and appropriately. Explorers must coordinate surveys in order to create
shortcuts and junctions by computing geographic coordinates using the grid coordinate
system and translating three-dimensional coordinates between the system and the data.
The explorer must calculate geographic coordinates using the grid coordinate system
and convert three-dimensional coordinates between the system and the data in order
to overcome challenges encountered during the discovery of shortcuts and
intersections.

The surveyor was able to precisely describe the survey procedures and mapping
infrastructure. Surveyors are capable of adhering to survey laws and utilizing the proper
mapping infrastructure. Explorers can utilize past survey data and mapping infrastructure
effectively. Explorers can regulate the survey integration by applying previous survey
data and mapping infrastructure.

Surveyors are able to describe how to calculate measurements and change
horizontal survey controls. Using GNSS and ground measurements, surveyors can construct

a survey project control network to precisely and appropriately analyze and adjust
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using adaptive approaches. Using multiple measuring techniques, surveyors can collect
sufficient data and analyse it effectively and adequately. Using the computer software
system, the surveyor can alter the mathematical survey network accurately and
appropriately. Surveyors are able to study and evaluate survey hazards in order to
adjust their accuracy and suitability. The surveyor can coordinate measurements and
improvements to horizontal survey control. They can also solve problems that come
up because of the schedule for measurements and improve horizontal survey control.
Surveyors are able to describe how to calculate measurements and change
vertical survey controls. Surveyors are able to conduct precise level measurements.
The explorer must recognize the effects of curvature and refraction on alignment and
apply the understanding of leveling using triconometry in an acceptable manner.
The surveyor must be able to determine the equipment and methods used to modify
the accuracy level of the source of the inaccuracy as well as employ the proper
techniques to mitigate this effect. Surveyors can collaborate to perform vertical survey
measurements and regulate changes. In addition, surveyors can solve problems that

come up when they measure and change the control of the vertical survey.

Personal Character Performance Characteristics

The personal characteristics of the surveyors of large-scale irrigation projects
in the Lao People's Democratic Republic consisted of eight aspects: self-development
ability, patience, unity, career love, vision, work commitment, integrity, and responsibility.
The following is a description of the dimensions:

During the implementation of irrigation project surveys, surveyors on large-scale
irrigation projects in the Lao People's Democratic Republic exhibit the ability to predict the
future and discern internal and external changes. Explorers must learn to link the
destinations of their exploration trips with the dissemination of their survey activities
to all expedition team members. Surveyors must have the ability to understand
corporate policies. To design plans, surveyors must be able to coordinate activities
with others. Develop methods and enhance survey operations in an effective manner.
Surveyors have to be committed to using their surveying skills, techniques, and
experience to help manage an irrigation project well.

Surveyors of large-scale irrigation projects in the Lao People's Democratic
Republic demonstrate sacrifice via rigorous and constant labour. The surveyors arrive

on time for work and attend all meetings required by the survey organization or team.
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During holidays, explorers may report to work if their assigned tasks are essential.
Explorers continually prepare their bodies, brains, and equipment for their missions.
When seeking a personal advantage, the explorers can coordinate with various individuals
without harassing their coworkers. To continue gaining knowledge and increasing
operating skills, the explorer must be vigilant. Explorers have to show that they can
do certain tasks to the best of their abilities.

The surveyors of significant irrigation projects in the Lao People's Democratic
Republic must be truthful and not dishonest, misrepresent the truth, assume blame,
take advantage of wrongdoings, or strive to gain an advantage. Participates as a surveyor
in @ massive irrigation project. As a surveyor of a big irrigation project, survey team, and
organization, surveyors must display behavior that does not exert undue influence or
utilize authority, responsibility, or any other method to create conflicts of interest for
personal gain. Explorers must not take advantage of their coworkers and organizations, be
indifferent to their work, or keep secrets. Information about how well one's coworkers are
doing is not shared with people who are not interested in their operations or the
company.

Large irrigation project surveyors in the Lao People's Democratic Republic have
shown the determination, willingness, and dedication necessary to complete the assigned
tasks and satisfy the survey team's and organization's objectives. The surveyor must be
aware of the operational advantage's strengths and areas for development. Explorers are
able to accept the practical blunders they and their teams make. Surveyors are able
to confirm the accuracy of their duties and performance. Explorers can get better
at what they do and are willing to help their survey teams reach the goals of the

organization.

Guidelines for driving the surveyor competency model of large-scale irrigation

projects in the Lao People's Democratic Republic (Lao PDR)

The driving force of large-scale irrigation project explorers

Large-scale irrigation project surveyors in the Lao People's Democratic Republic
explore large-scale irrigation projects systematically (Lao PDR). With the operational
circumstances required to construct a learning network capable of exchanging, sharing,
and developing knowledge, competence, and skills for the implementation of survey

irrigation projects that fulfill the objectives of the relevant organizations.
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The driving force of the professional surveyor organisation

The professional group of surveyors in the Lao People's Democratic Republic
(Lao PDR) can use the surveyor's competency in large-scale irrigation projects as a model
for studying and developing surveyor career standards until it becomes a professional
qualification system that facilitates personnel development. The employees of the

professional surveyors meet the requirements and are suitable for the Lao People's

Democratic Republic (Lao PDR).

The mobility of educational institutions

Laos People's Democratic Republic (Lao PDR) educational institutions offering
survey courses Surveying engineering or other fields linked to surveying, such as
organizations seeking to create professionals for irrigation project surveys, might use
the defined competency model to develop surveying courses. Increase the number of
people who want to be explorers in the Lao People's Democratic Republic (Lao PDR)

by teaching and developing the skills and traits of surveyors.

The Lao People's Democratic Republic's Surveyor Competency Model for Large-Scale Irrigation Projects (Lao PDR)
Objective: To be a model competency in the development of surveyors for large-scale irrigation projects
in the Lao People's Democratic Republic (Lao PDR).

Components of Large-Scale Irrigation Project Surveyor Competencies in the Lao People's Democratic Republic (Lao PDR))

® Measurement and data ® Self-development
® Knowledge of large-scale collection ®  Patience
irrigation projects survey ®  Survey Development ®  Unity
¢  Knowledge of systems ®  Survey Process Data ®  Career love
and methods for Validation ®  \fision
investigating large-scale ®  Survey process ®  Work commitment
irrigation projects. ®  Exploration control ®  Integrity
®  Communication ®  Responsibility

The outcome of Surveyor Competency in -Large-Scale Irrigation Projects in Lao People's Democratic Republic

(Lao PDR) for large irrigation project surveyors, professional surveyors, and educational institutions

Figure 1 A model of surveyor competency for a big irrigation project in the Lao People's

Democratic Republic (Lao PDR).
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Implementation

Implementation for Academic

Academic circles will acquire new knowledge regarding the use of human
resources for the development of skills and competences for irrigation surveys in the
planning of operations in a variety of disciplines and will apply this knowledge for
educational purposes. The results of this study will help irrigation surveyors in the

Lao People's Democratic Republic do their jobs better.

Implementation for Policy

Governments and related agencies in the Lao People's Democratic Republic
will be notified of the difficulties in irrigation surveys, which will provide information
on opportunities, impediments, strengths, and weaknesses, allowing them to design

policies that effectively address economic growth.

Implementation for Industry and business

Entrepreneurs who are likely to join the concession will be aware of the Lao
People's Democratic Republic's irrigation survey standards. The data can be used as a
guide for work and policy planning, as well as for collaborating on irrigation surveys in Lao
PDR. The Lao People's Democratic Republic will continue to expand the industry.

Participating organizations or business agencies might use the gathered
information to create new skills or expertise. This may allow the organization to find
the new potential of its staff and enable personnel to expand their talents and generate

prospects for the organization to launch new enterprises that will benefit them.
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Abstract

The research titled 'Development of marketing career skills for the elderly:
Learning to enhance elderly active ageing in Kamphaeng Phet Province' aims
1) to investigate the potential and needs of the elderly to develop their professional
potential. 2) To develop a short-term course on marketing skills for the elderly
3) To evaluate the Development of marketing career skills for the elderly: Learning to
enhance elderly active ageing in Kamphaeng Phet Province. Research data were
gathered by examining the potential and professional potential development needs
of 400 elderlies. To held a workshop to develop a short-term course on marketing skills
development for elderly people. And, evaluation of the marketing skills development of
elderlies through a workshop using a short course to develop marketing skills for
20 elderly people. The data were analyzed by percentage, mean, and t-test dependent.

The results found that:

1. Elderly people have a potential for health, participation and contribution
of society, security, conditions conducive to active ageing, and requirements of potential
career development of the elderly: to promote the active ageing on the marketing
aspect of elderly in Kamphaeng Phet Province. Overall, it was at the highest level
(average = 4.56).

2. The short-term course development results on the development of marketing
skills for the elderly: Learning to enhance elderly active ageing comprises 5 courses;
Marketing Environment Analysis; Customer Requirement Analysis; Marketing Management;

Online Marketing; and Selling Products to Retailers.
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3. The evaluation results of marketing occupational skills development of the
elderly: Learning to enhance elderly active ageing found that academic achievement after
the elderly had a statistically significantly higher than before learning level at the .01.
Assessment results on Input, Process, and Outcomes are appropriate at a high to the

highest level.
Keywords: Marketing career skills, Active Aging, Aging
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Abstract

These researches were to study the relationship between business environment
and investment decision of restaurants business in the area of Muang District, Chiang
Mai. This combined research used 189 questionnaires and interviewed 30 restaurant
operators in Muang District, Chiang Mai Province, using descriptive statistics to describe the
characteristics of entrepreneurs such as genders, ages, educational levels, restaurant's
operation periods in frequencies, percentages, means, and standard deviations. Inferential
statistics were also used to test the research hypothesis of Linear Regression and
Correlation Analysis. The results showed that most entrepreneurs are male, aged
between 31-40 years old, graduated with a bachelor's degree and have operated for
more than five years. For hypothesis testing, the results showed that technology is the
external environmental factor that affects the investment decision in the restaurant
businesses, while politics and law, economy, social and culture do not affect the
investment decision in general restaurant businesses. The internal environment factor
are management and human resource management, which affects the investment
decision in the restaurant business. While finance, and marketing do not affect the
investment decision in general restaurant businesses in Muang District, Chiang Mai,

statistically significant at the level of .05
Keyword: Business Environment, Investment Decisions, General Restaurant Business
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Abstract

This research aims to illustrate factors influencing talents’ attitude and
behavioral intention towards attending universities’ collaborative talent cultivation
in Chengdu-Chongging Economic Circle. The framework of this research proposed the
relationships among perceived benefits (PB), perceived usefulness (PU), effort expectancy
(EE), self-efficacy (SE), subjective norms (SN), attitude (ATT) and behavioral intention
(BI). Six hypotheses were proposed accordingly in the framework. Quantitative method
was adopted in this research. Multi-stage sampling approach including purposive or
judgmental sampling, stratified sampling, purposive or convenience sampling and
convenience sampling was used to carried out the survey. 480 online questionnaires
were distributed to three universities in Chengdu. Confirmatory factor analysis (CFA)
and structural equation model (SEM) were used to analyze the result and test the
proposed hypotheses. The result explicated that perceived usefulness (PU) and
self-efficacy (SE) have a significant impact on attitude, and subjective norms (SN) and
attitude (ATT) have a significant impact on behavioral intention. Nevertheless, perceived

benefits (PB) and effort expectancy (EE) have no significant impact on attitude. Hence, this
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research suggested to put more emphasis on changing talents’ attitude and subjective

norms to increase their level of participation.

Keyword: Talent cultivation, Chengdu-Chongging Economic Circle, Talent training,

Behavioral intention, Attitude

Introduction

Colleges and universities have played an important role in talent cultivation.
How to improve universities’ ability to cultivate talents has been a problem discussed by
scholars all over the world. Chengdu and Chongging, as two big cities located in western
China, has welcomed their excellent opportunity development in the establishment
of Chengdu-Chongging Economic Circle. The country has published a series of policies to
stimulate the development of the economic circle, and a large number of recourses
has been leaned forward. To support the development of Chengdu-Chongging Economic
Circle, more talents were needed, which leaded more attention to universities’ talents
cultivation development.

In order to maximize Chengdu and Chongajing’s effect in boosting the growth of
western China and achieve coordinated regional development, Chengdu-Chongging
Economic Circle was established. It was founded in January 2020, and played as part
of the national strategy. The government aimed to build the Economic Circle as a high
ground for opening-up and used it to lead the high-quality development in the western
China (Li, Chen & Wang, 2020).

Many cooperation agreements have already been signed after the establishment
of Chengdu-Chongging Economic Circle, including areas like cultural tourism, transportation,
industrial development, ecology, talent pools, port connections and judicial coordination
(Li et al,, 2020). Under the support of national policy and deep cooperation for integrated
development, the two cities were going to become a new growth pole for science and
technology, and plays essential role in leading high-quality lifestyle.

After the establishment of Chengdu-Chongaing Economic Circle, 20 universities
together decided to set up an alliance to boost their joint development, and this alliance is
called Chengdu-Chongging Economic Circle University Alliance. Among the 20 universities, 12
are from Chengdu and 8 are from Chongging (Wang, 2020). Right after the alliance was

founded, cooperation agreements were signed. The 20 member universities intended to
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promote friendly cooperation in talent cultivation, scientific research, social services,
cultural heritage and innovation, international exchange and cooperation (Tan & Deng,
2020).

Shortly after the establishment of Chengdu-Chongging Economic Circle,
Chengdu-Chongaing Economic Circle University Alliance was also established. The alliance
pledged to achieve collaborative talent cultivation by various ways to increase the talent
pool for this area. Hence, this research aims to illustrate factors influencing talents’
willingness to participate in this collaborative talent cultivation method, so that advice
can be brought forward for universities and governments to improve the way for
collaborative talent cultivation and attract more people to join, so as to cultivate more
talents for the development of Chengdu-Chongging Economic Circle and the whole

society.

Literature Review

Behavioral Intention

Behavioral intention can be regarded as how willing are people to use a new
technology (Tsai, 2012). It is the measurement of how likely is a technology to be
adopted in the future (Venkatesh, Morris, Davis & Davis, 2003), or how willing a person is
to conduct a certain action (Fishbein & Ajzen, 1975). In previous studies, behavioral
intention was seen as a key element to influence user’s adopting of a technology (Park,
2009; Teo, 2011). An important premise for people’s behavioral intention is attitude (Davis,
1989). Verkijika and De Wet (2018) also confirmed that attitude had a direct impact on
behavioral intention. Meanwhile, Ajzen and Fishbein (1977) pointed out directly that
people’s attitude is the most important driver for behavioral intention.

Perceived Benefits

Wu and Chen (2017) defined perceived benefits as the sum of items’ characters
which satisfy people’s demands. While Kim, Ferrin and Rao (2008) considered perceived
benefits as people’s view towards the degree of improvement during his study about
the e-commerce function of a website. Meanwhile, Kim and Kim (2004) and McKinney
(2004) regarded perceived benefits as the reducing of time cost. Lee and JinMa (2012)
conducted research about consumer’s review, they came to a result that a positive
relationship exists between perceived benefits and attitude. Al-Debei, Akroush and

Ashouri (2015) also pointed out that perceived benefits are a key influential factor for
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attitude towards online shopping. According to various previous research which studied
the relationship between perceived benefits and attitude, this research developed the
hypothesis that:

H1: Perceived benefits has a significant impact on attitude.

Perceived Usefulness

Perceived usefulness can be defined as the degree of work ability improvement
caused by adopting a certain system (Davis, 1989). It can be also regarded as a zero line to
evaluate a system (Bhattacherjee, 2001), or a sign for people’s judgement about how
much ability improvement can a new technology bring (Davis, 1989; Bhattacherjee &
Premkumar, 2004; Wu & Chen, 2017). Loiacono and McCoy (2018) stated that people’s
positive perceived usefulness towards social media technologies tends to lead to their
positive attitude. Park (2013) also revealed in his study about tele-presence systems that
people’s perceived usefulness has a positive influence on attitude. Synthesizing the
literature and previous studies, this research made the hypothesis that:

H2: Perceived usefulness has a significant impact on attitude.

Effort Expectancy

Effort expectancy is people’s perception about the degree of ease to adopt
a certain system or other objects (Venkatesh et al., 2003). It can also be interpreted as
a description of effort needed to learn to use a new technology (Gwebu & Wang, 2011).
Effort expectancy can also be used as an indicator for forecasting people’s attitude and
intention to use a certain technology (Agarwal & Prasad, 1998; Yousafzi, Foxall & Pallister,
2007; Bhuasiri, Zo, Lee & Ciganek, 2016; Kim, Choi, Park & Jiyoung, 2016). According to
Venkatesh et al. (2003), people’s effort expectancy towards a certain technology have
effect on their attitude and willingness of using. This is in line with many other scholars’
conclusion, for instance, Alshare, Alomari, Lane and Freeze (2019) concluded that effort
expectancy has a significant impact on people’s attitude towards expert system. In
conclusion, this research made the hypothesis that:

H3: Effort expectancy has a significant impact on attitude.

Self-efficacy
Self-efficacy is the prediction about whether an individual’s ability is qualified
to conduct a performance which he/she is recommended to do (Yoon & Kim, 2013). It

refers to people’s perception about whether his/her ability is enough to achieve
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an expected goal in the future (Bandura, 1991). Loiacono and McCoy (2018) defined
self-efficacy as people’s perception of the difficulty and ease to accomplish a certain
task from their own aspects, and they argued that if a person felt confident about her/his
ability to finish the task, she/he tended to hold positive attitude. Zolait (2014) verified
that the positive relationship exists between self-efficacy and attitude. Chen and Lee
(2020) confirmed high self-efficacy leads to positive attitude about waste separation.
Thus, in this research, the researcher makes the following hypothesis:

Ha: Self-efficacy has a significant impact on attitude.

Subjective Norms

One’s behavior tends to be influenced by persons he/she cares regarding
conducting a certain behavior, and his/her reflection to those people’s viewpoint is
subjective norms (Nwagwu & Famiyesin, 2016). Chinese people are more likely to be
influenced by pressure from relatives, friends, colleagues and media, and those pressures
are also called subjective norms Hsu, Yu & Wu (2014) pointed out that relationship
between subjective norms and behavioral intention could be direct or indirect. Harb,
Fowler, Chang, Blum and Alakaleek, (2019) studied event fans’ behavioral intention
and found out it was influenced by subjective norms. Mohd Suki (2016) also verified
the relationship between subjective norms and behavioral intention, and subjective
norms positively affect behavioral intention. Based on the previous studies, the researcher
hypothesize as follows:

H5: Subjective norms has a significant impact on behavioral intention.

Attitude

Attitude is defined as how people appraise their personal feelings towards
conducting a certain behavior (Fishbein & Ajzen, 1975). Taylor and Todd (1995) regarded
attitude of a behavior as people’s judeement or the extent of judgement about the
advantageous and disadvantageous factors of performing a behavior, while Ajzen (2012)
thought attitude for a behavior is one’s estimation about what result will a certain behavior
cause. Wolin Korgaonkar and Lund (2002) held the opinion that positive relationship
exists between people’s attitude and behavioral intention. Korgaonkar and Wolin (2002)
found that attitude towards web advertisements positively influence online purchase

behavior. According to Wang, Mao and Gale (2008), the relationship between attitude
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and behavioral intention was also revealed. Generated from the previous studies, this

research makes the hypothesis that:

H6: Attitude has a significant impact on behavioral intention.

Research Framework

This research intends to study factors influencing talents’ attitude and behavioral
intention towards collaborative talents cultivation. As shown in Figure 1, seven variables

and six hypotheses were contained in the conceptual framework as shown in Figure (1).

Perceived
Benefits

Subjective
Norms

Perceived
Usefulness

Behavioral
Intention

Effort
Expectancy

Attitudes

Figure 1 Conceptual Framework

Five previous studies support to build the conceptual framework. Leon and
Uddin (2016) proved the influence of subjective norms and attitude towards behavior
intention. Kim and Nah (2018) confirmed the relationship between perceived benefit
and attitude. Meanwhile, Joo and Kim (2017) conducted research which verified that
perceived usefulness has an impact on attitude. Rai, Ramamritham and Jana (2020)
studied the effect of effort expectancy on attitude. In addition, Zhu, Sangwan and Lu

(2010) revealed the relationship of self-efficacy and attitude.

Research Methodology

This research was carried out based on quantitative methods by distributing
online questionnaires. Quantitative methods are regarded as ways to establish or
examine theory (Roni, Merga & Morris, 2020). Through using very strict and well-managed
measurements in quantitative research, some certain phenomena could be described and

tested (Polit & Beck, 2014).
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Population and Sample Size

This research intended to study talents’ attitude and behavioral intention
towards universities’ collaborative talent cultivation in Chengdu-Chongging Economic
Circle. The collaborative talent cultivation was operated among member universities
of Chengdu-Chongging Economic Circle University Alliance, and mainly faced to full-time
faculty members of member universities, so the target population of this research was
the full-time faculty members who was working in the three chosen universities in
Chengdu, including Southwest Jiaotong University, Southwestern University of Finance
and Economics and Xihua University.

As recommended by Soper (no date), the minimum sample size should be
425. In view of the invalid and incomplete response, this research chose 480 as its
sample size. Due to the wide spread of COVID-19, the survey was mainly conducted
through online questionnaire. The online questionnaire was established by using a
professional online questionnaire website called WJX. A QR code and a website link
were generated after establishing the questionnaire. Interviewees can easily access the
questionnaire by scanning the QR code through their phones or visit WJX’s website
through the link. By posting the QR code onto the three chosen universities’ online

communication groups or office automation systems, 480 valid responses were received.

Sampling Technique

In this research, the researcher adopted multistage sampling as the sampling
procedure, which involved both non-probability and probability sampling. The sampling
procedure included four steps.

Step one: Purposive or Judgmental Sampling

This research selected Chengdu-Chongging Economic Circle University Alliance
to carry out the study since it was the earliest established and most influential university
alliance. Besides, because of the large gap between project 211 and non-project 211
universities, this research decided to include both project 211 and non-project 211
universities to carry out the survey. Considering the inconvenience of travel and interview
brought by COVID-19, 3 universities in Chengdu were selected, including Southwest
Jiaotong University (Project 211 university), Southwestern University of Finance and

Economics (Project 211 university), and Xihua University (Non-Project 211 university)
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Step two: Stratification sampling

In order to divide the 480 samples to each university, the researcher collected
the information of the number of total faculty members from the human resources
department of the 3 universities in August 2020. As shown in Table 1,171, 150 and 159
responses from Southwest Jiaotong University, Southwestern University of Finance and
Economics and Xihua University were needed respectively to compose the total

480 sample.

Table 1: Population and Sample Size by Company

Southwestern Xihua
Southwest
University of  University
Company Name Jiaotong
Finance and
University
Economics
Number of faculty members 2448 2148 2267
(Total=6863)
Proportional sample size (Total=480) 171 150 159

Source: Constructed by author

Step three: Purposive or Judgmental Sampling

In the third step of sampling procedure, purposive or judgmental sampling
was used. Because the target population was full-time faculty members of the three
chosen member universities, full-time faculty members who were working in Southwest
Jiaotong University, Southwestern University of Finance and Economics and Xihua
University respectively were invited to the survey.

Step four: Convenience Sampling

In this research, full-time faculty members who work in Southwest Jiaotong
University, Southwestern University of Finance and Economics, Xihua University, and
were convenient to answer the questionnaires were invited, using website called WJX

to distribute the survey.
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Research tools and data collection

This research used multistage sampling as the major sampling method, and
the questionnaire was designed to contain 3 parts. Before the start of handing out
questionnaire, content validity and content reliability were checked through an assessment
of item-objective congruence (I0C) test with the results of all item reserved. Later,
Cronbach’s alpha test or pilot test (n=50) were accepted at the value of over or equal to
0.70 (Taber, 2018). After finishing collecting data, confirmatory factor analysis (CFA)
and structural equation model (SEM) were used to analyze the result. The first was
used to achieve goodness of fits and check construct validity, including convergent
validity and discriminant validity. The latter was used to test the research hypotheses

based on the conceptual framework.

Results and Discussion

Demographic Information

The questionnaire contained 5 demographic questions investigating respondents’
gender, age, years of working, education, and professional title. As shown in Table 2,
55% of the 480 respondents were Female, and 45% were Male. For age range, the
biggest group was 30-39 years old, accounted 41.25%. followed by 40-49 years old,
20-29 years old, and 50-59 years old group, which represented 32.08%, 12.92% and
11.67% respectively. In terms of working years, the major group was 7-25 years of 51.049%,
whereas 4-6 years accounted 20.83%, less than 3 years accounted 18.13% and over
25 years accounted 10% respectively. For education background, 50% of the respondents
received Master’s level education, followed by Doctoral level of 37.93%, and Bachelor’s
level of 9.79%. In the aspect of professional title, the biggest segment of this research was
Lecturer/Instructor group, representing 50.42% of the respondents, while Associate

professor represented 23.54%, and Full professor represented 6.67%.
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Table 2: Demographic Characteristics of Respondents

Demographic Information Frequency Percentage
Gender Female 264 55%
Male 216 45%
Age 20-29 years old 62 12.92%
30-39 years old 198 41.25%
40-49 years old 154 32.08%
50-59 years old 56 11.67%
Over 60 years old 10 2.08%
Years of working Less than 3 years 87 18.13%
4-6 years 100 20.83%
7-25 years 245 51.04%
Over 25 years 48 10.00%
Education Bachelor’s level a7 9.79%
Master’s level 240 50.00%
Doctoral level 182 37.92%
Other 11 2.29%
Professional title Full professor 32 6.67%
Associate professor 113 23.54%
Lecturer/Instructor 242 50.42%
Other 93 19.38%

Source: Constructed by author

Confirmatory Factor Analysis (CFA)

This research conducted a Confirmatory Factor Analysis (CFA). Factor loading of
all items in each variable were calculated to test discriminant validity, and the result
showed that they were all significant and were acceptable value which represented
the goodness of fit (Hair, Black, Babin, Anderson & Tatham., 2006). The value of factor
loading was over 0.5 and p-value lower than 0.05. In addition, the Composite Reliability (CR)
was greater than the cut-off point of 0.7 and Average Variance Extracted (AVE) is higher
than the cut-off point of 0.4 in Table 3 (Fornell & Larcker, 1981)
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Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average

Variance Extracted (AVE)

Source of No- Cronbach's Factors
Variables of CR AVE
Questionnaire Alpha Loading
ltem
Perceived Kim and Nah a4 0.895 0.806-0.877 0.899 0.690
Benefits (PB)  (2018)
Perceived Sanchez, Hueros 4 0.908 0.831-0.870 0.910 0.716
Usefulness and Ordaz
(PU) (2013)
Effort Sanchez et al. 4 0.917 0.815-0.908 0918 0.738
Expectancy (2013)
(EE)
Self-efficacy Sanchez et al. 4 0.884 0.713-0910 0.885 0.661
(SE) (2013)
Subjective Mohd Suki 3 0.940 0.905-0.928 0.940 0.840
Norms (SN) (2016)
Attitudes Aksoy and 4 0.929 0.849-0.901 0930 0.769
(ATT) Gresham (2020)
Behavioral Rai et al. (2020) 4 0.875 0.656-0.924  0.894 0.682

Intention (BI)

Note: CR = Composite Reliability, AVE = Average Variance Extracted, *=p-value<0.05

Source: Constructed by author

The square root of average variance extracted confirms that all correlations
were greater than the corresponding correlation values of each variable in Table 4.
Besides, CMIN/DF, GFI, AGFI, CFI, TLI, IFl and RMSEA were showed in Table 5, which
clearly showed that all value were greater than acceptable level. Therefore, the convergent

validity and discriminant validity of this research were proven.
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Table 4: Discriminant Validity
PB PU EE SE SN ATT BI

PB 0.830

PU 0.788 0.846

EE 0.417 0.501 0.859

SE 0.407 0.484 0.761 0.813

SN 0.509 0.614 0.538 0.612 0.917

ATT 0.616 0.688 0.475 0.591 0.685 0.877

BI 0.544 0.626 0.502 0.636 0.734 0.721 0.826

Note: The diagonally listed value is the AVE square roots of the variables

Source: Constructed by author

Table 5: Goodness of Fit for Measurement Model

Index Acceptable Values Statistical Values
CMIN/DF < 5.0 (Wheaton et al., 1977) 3.060
GFI > 0.85 Sica and Ghisi (2007) 0.866
AGFI > 0.80 Sica and Ghisi (2007) 0.833
CFl > 0.90 Hair et al. (2006) 0.947
TLI > 0.90 Hair et al. (2006) 0.939
IFI > 0.90 Bollen (1989) 0.947
RMSEA < 0.08 Pedroso et al. (2016) 0.066

Remark: CMIN/DF = The ratio of the chi-square value to degree of freedom, GFI =
goodness-of-fit index, AGFI = adjusted goodness-of-fit index, CFl = comparative fit index,
TLI = Tucker-Lewis index, IFl, incremental fit index, and RMSEA = root mean square
error of approximation.

Source: Constructed by Author.

Structural Equation Model (SEM)

SEM was essential to examine the model to confirm the significant association
among structural pathways in this research. The goodness of fit was applied to test the
initial model. Table 6 showed the goodness of fit indices for Structural Equation Model
(SEM). The original model was not in harmony with the empirical data. By using SPSS AMOS

version 26 to adjust the model, after adjustment, all statistical values met the required
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level mentioned in the table. The result presented goodness of fit which were CMIN/

DF=3.176, GFI=0.862, AGFI=0.830, CFI=0.943, TLI=0.935, IFI=0.944 and RMSEA=0.067.

Hence, Table 6 expressed that the model of SEM analysis after modification has met

good fit thresholds.

Table 6: Goodness of Fit for Structural Model

Index Acceptable Values Statistical Values Statistical Values
Before Adjustment After Adjustment
CMIN/DF < 5.0 (Wheaton et al., 7.561 3.176
1977)
GFI > 0.85 Sica and Ghisi 0.712 0.862
(2007)
AGFI > 0.80 Sica and Ghisi 0.658 0.830
(2007)
CFl > 0.90 Hair et al. 0.824 0.943
(2006)
TLI > 0.90 Hair et al. 0.805 0.935
(2006)
IFI > 0.90 Bollen (1989) 0.824 0.944
RMSEA < 0.08 Pedroso et al. 0.117 0.067

(2016)

Model summary

Not in harmony with

empirical data

In harmony with

empirical data

Source: Constructed by Author.

Hypotheses of this research have been tested according to the calculation of

their t-value, regression weight and standardized path coefficient (B), as shown in Table 7

with a significance at p=0.05, H2-H6 were all supported. The strongest significance was

shown in the relationship between perceived usefulness and attitude with B=0.689,

followed by relationship between self-efficacy and attitude (B=0.550), attitude and

behavioral intention (B=O.508), subjective norms and behavioral intention (B=0.410), and

effort expectancy and attitude (B=-0.321).
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Table 7: Hypotheses Result of the Structural Model

Hypothesis Standardized t-value Testing
path (Regression result
coefficient (B) Weights)
H1: Perceived benefit (PB) — Attitude (ATT). -0.033 -0.387 Not
Supported
H2: Perceived usefulness (PU) — Attitude (ATT). 0.689 7.151%** Supported
H3: Effort expectancy (EE) — Attitude (ATT). -0.321 -3.962%** Not
Supported
Ha: Self-efficacy (SE)—> Attitude (ATT). 0.550 6.851%** Supported
H5: Subjective norms (SN) — Behavioral 0.410 8.574***  Supported
Intention (BI).
Hé: Attitude (ATT) — Behavioral intention (B). 0.508 9.805***  Supported

Note: *=p-value<0.05

Source: Constructed by Author

H1 was not supported. So, perceived benefits have no significant impact on
people’s attitude towards collaborative talent cultivation, which can be assumed that
talents were not aware of or not sure about what benefits can collaborative talent
cultivation bring them because it was launched not long ago, and academic outcomes
and improvement of academic ability always need time to achieve.

In terms of H2, it has proven the significance of relationship between perceived
usefulness and attitude towards collaborative talent cultivation. Per the study of Joo
and Kim (2017), H2 revealed that when talents believe collaborative talent cultivation can
improve their work ability, they tend to generate positive attitude of it.

H3 has failed to prove the significant impact of effort expectancy on attitude. It
suggested that the relationship of effort expectancy and attitude is not significant
according to this research. It can be assumed that talents were not entirely aware of
how much effort was required in order to take part in collaborative talent cultivation,
since collaborative talent cultivation was launched not long ago, and social evaluation
and comments around it were not sufficient for talents to make necessary judgement

about effort expectancy.
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In addition, H4 has proven that self-efficacy has a significant impact on talents’
attitude towards collaborative talent cultivation. Since attending collaborative talent
cultivation requires participants have certain academic ability and academic level, their
judgement about their own ability can influence their attitude.

H5 verified that subjective norms have a significant influence on people’s
behavior intention towards collaborative talent cultivation. Concerning collaborative
talent cultivation involves co-hired, lab sharing and platform sharing, opinions from
colleagues, families and friends also influence people’s behavior intention towards
whether attending collaborative talent cultivation or not.

At last, H6 approved the significant relationship between attitude and behavioral
intention. Similar with Wang et al.’s (2008) study, this hypothesis confirmed that talents’

positive attitude can lead to more willingness of attending collaborative talent cultivation.

Discussion, Conclusions and Recommmendations

This research focuses on examining factors influencing talents’ attitude and
behavioral intention towards collaborative talent cultivation in Chengdu-Chongging
Economic Circle. A framework was established to test the hypotheses that perceived
benefits, perceived usefulness, effort expectancy and self-efficacy have significant
impact on attitude, and subjective norms and attitude have significant impact on
behavioral intention. Three universities from Chengdu, including both Project 211 and
Non-project 211 universities, were selected to carry out the study. Before the survey
officially start, an I0C test and pilot test were conducted to measure the validity and
reliability of items for each variable. After receiving data of the formal survey, the result
was tested by CFA to ensure the validity and reliability, and the hypotheses proposed
were examined by applying SEM.

The result showed that, according to the data collected by the research,
perceived usefulness, effort expectancy and self-efficacy have significant impact on
talents’ attitude towards collaborative talent cultivation, among these three factors,
perceived usefulness reflected the strongest influence. However, the relationship between
perceived benefits and attitude was not supported. Apart from that, subjective norms
and attitude both proved their significant influence on behavioral intention, and attitude

showed greater influence between these two.
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This research studied factors influencing talents’ attitude and behavioral
intention towards collaborative talent cultivation in Chengdu-Chongging Economic
Circle. Hence, according to the analysis result, recommendations can be proposed. If
the government and universities want to maximize the effect of collaborative talent
cultivation and attract more talent to participate in collaborative talent cultivation,
many measurements can be enacted.

Firstly, in order to improve talents’ behavioral intention, subjective norms
and attitude towards collaborative talent cultivation should be improved. Hence, a
more friendly social environment and atmosphere should be created by various methods,
for example, advertising the importance and honorable to be a member of collaborative
talent cultivation, so that talents could feel more encouragement and less stressful
when facing the choice of whether they should attend collaborative talent cultivation or
not.

Secondly, talents’ attitude towards collaborative talent cultivation could be
enhanced by improving talents’ perceived usefulness and self-efficacy. Government
and universities need to disseminate the advantage of joining in collaborative talent
cultivation, making more talents realize that collaborative talent cultivation can be very
useful for improving their academic ability. Besides, more help needs to be offered to
strengthen talents’ confidence and remove hinders for attending collaborative talent
cultivation, including easier access for searching and using resources of collaborative
talent cultivation and providing necessary training and guide for talents to attend
collaborative talent cultivation.

Lastly, although plenty of previous studies confirmed the important influence of
perceived benefits and effort expectancy on attitude, the result reported that they were
not supported in this research, which can be assumed that talents were not sure about
what benefits can collaborative talent cultivation bring them and how much effort was
required because collaborative talent cultivation was launched for a very short time
and academic outcomes usually need time to realize. Hence, firstly, government and
universities should give talents confidence that collaborative talent cultivation can
provide them with long-term support, and use multi-platform ways to advertise the
achievements realized by collaborative talent cultivation, so that more talents can
aware of the benefits of attending collaborative talent cultivation. Secondly, the contents

and requirements for attending collaborative talent cultivation should be more
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explicit, so as to allow talents to know what to prepare and what to expect in
collaborative talent cultivation, and be more certain about how much effort they need
to put into. Thirdly, multiple methods should be adopted to facilitate talents to join
collaborative talent cultivation and reduce their unnecessary effort, for instance, shorter
travelling time, better resource exchange methods, etc.

Many limitations exist in this research and can be strengthened in future study.
First of all, due to the short time of establishment of Chengdu-Chongging Economic
Circle and Chengdu-Chongging Economic Circle University Alliance, related research
and data were not sufficient, otherwise the result should be explained and propped
up in more aspects. Besides, this research only considers two factors which might
influence talents’ behavioral intention and four factors which might influence talents’
attitude towards collaborative talent cultivation, it is highly possible that other key
factors were missed in this research and should be taken into consideration. Apart from
that, due to the wide spread of COVID-19 from 2020, collecting data in Chongaging became
more difficult, so this research selected three universities from Chengdu to conduct
survey. But talents from Chongging might have different view and cause different
result, so further study should be carried out to take data from Chongging into

consideration.
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